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Rough Proofs 


Gladys the beautiful reception- 
ist says she hasn’t been able to 
fnd out whether Luckman put the 
n Pepsodent or Pepsodent put 
he |uck in Luckman. 


Fe 


Uncle Sam will spend $10,000,- 
000 in advertising in 1946, ADvER- 
TISING AGE says, and before the 
vear is over some of the media 
may be asking him to supply his 
own paper. 

,: VF 

If all the paper wasted by the 
government in printing unneces- 
sary forms, questionnaires and re- 
ports were laid end to end, there 
wouldn’t be any paper shortage. 


ee. 


Banks map new postwar drives, 
the news story says, and a lot of 
servicemen are getting out of 
khaki and starting to loosen up 
their golf swings too. 


a, ee 


If @ radio.sponsor is willing to 
bet money that La Guardia’s so- 
prano will get by on the‘air, there 
eught to be a spot somewhere in 
broadcasting for Jack Dempsey. 


7. 2 


Maybe the best way to persuade 
the embattled industrialists and 
labor leaders to get together is to 
have a bill constantly before Con- 
gress, but never passed, calling 
for compulsory arbitration. 


7 


The Brand Names _ Research 
Foundation can prove that men 
are interested in quality labels, 
but right now if they are shop- 
ping for clothes they take any- 
thing they can get. 


Se | 


Carnation’s contented cows will 
be moved to Radio City January 
1, but it’s going to be difficult to 
duplicate the bucolic atmosphere 
of Chicago for this moosical pro- 
gram. 

7. i 

The South Bend Tribune 
chuckles because the CED predic- 
tion of employment increases in 
that market have already been 
realized. After all, the commit- 
tee’s experts couldn’t let Paul 
Hoffman down in his own baili- 
wick, 

vy iy? 

“A tong lime ago, before the 
wecent ror fin act,’ advertises 
Morgan Laundry & Linen Supply, 
which calls the copy a Spooner- 
ism. To Rough Proofs it sounds 
suspiciously like Col. Stoopnagle. 


7 FF 
sill Street is leaving Marshall 
Ficld’s Chicago store flat on its 
Santa Claus to return to Se- 
atle. The fishing in the Middle 
West just wasn’t good enough. 
oe ee 
A quoted Census Chief Capt 
lanning to provide “the neces- 
complimentary information 
led” for new census studies. 
best compliment would be a 
gressional appropriation. 
7 eS + 
ne of these days a magazine 
polisher is going to come up with 
@ .ot news story, the net of which 
Ww \l be that he isn’t going to start 
aly new magazines. 


Copy Cus. 


Luckman to Assume 
Key Spot in Lever 
Bros. Management 


Pepsodent Division 
to Continue as Drug 
Merchandising Unit 


Boston, Dec. 7.—Announcement 
today by Francis A. Countway, 
president of Lever Bros. Company, 
of the appointment of Charles 
Luckman as executive vice-presi- 
dent of the company, a newly 
created office, confirmed persist- 
ent rumors’ which heretofore 
have been staunchly denied by all 
concerned, 

Mr. Countway’s announcement 
was limited to a bare statement 


Charles Luckman 


of the new position, plus the in- 
formation that the change will 
take place Jan. 1, at which time 
Mr. Luckman will move his home 
from Chicago, where he is presi- 
dent of Pepsodent division of 
Lever, to Boston. 

It was learned, however, that 
the youthful Luckman, who has 
had a meteoric rise in the busi- 
ness world, will retain his post 
as president of Pepsodent, while 
Henry F. Woulfe, who has been 
vice-president, will assume ac- 
tive direction of the Pepsodent 
operationas 
vice-president 
and general 
manager. Mr. 
Woulfe joined 
Pepsodent in 
1927 as pur- 
chasing agent, 
subsequently 
took over plant 
operations, pro- 
duction and 
planning, and 
in 1943 was ap- 
pointed vice-president. 

Announcement of the Luckman 
move has heightened speculation 
as to the possible early retirement 
of Mr. Countway, and such specu- 

(Continued on Page 58) 


Henry Woulfe 


Oversupply of 


manpower. Turn to 


Editorials, Page 12. 

Other features: 
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Photographic Review ce ae 
Rough Proofs .... ae cote 


Voice of the Advertiser...... .. 24 


in October. 


late issues. 


Here We Go Again! 


If this issue of ADVERTISING AGE reaches you late, it is because 
members of the Printing Pressmen and Assistants Union have 
decided they won’t work overtime unless they get the same deal 
the typographical union won as the result of a three-week strike 


Since it is impossible to get ADVERTISING AGE out on time with- 
out substantial overtime in the pressroom, no overtime means 


We have already distributed a special, illustrated edition of 
the Book of Job to our entire staff. Would you like a copy? 


Ford Dealers Plan 
$12,000,000 ‘Kitty’ 
for Regional Ads 


$10 Per Car Goes 
to 33 Dealer Funds 


in New Organization 


Detroit, Dec. 6—Ford dealer 
branches, which have heretofore 
placed their regional advertising 
through the convoy companies, 
will now operate directly through 
33 Ford dealer advertising funds 
on a budget of $10 a car, ADVER- 
TISING AGE has learned. 

Each dealer is billed $10 a car 
on the invoice at the time of de- 
livery, of which $8 goes for ad- 
vertising and $2 for promotion. 

Two agencies, J. Walter Thomp- 
son Company and Maxon, Inc., 
service the dealer branches at 

(Continued on Page 58) 


Starts Campaign 
for Up-to-Date 


Census Program 


Washington, Dec. 6.—Need of a 
continuous flow of current infor- 
mation to ‘business men faced 
with day-to-day operating deci- 
sions was emphasized by Census 
Chief J. C. Capt as the House 
census committee began consid- 
eration today of legislation mod- 
ernizing the government’s statis- 
tical program. 

In outlining the product of ex- 
tensive conferences within inter- 
ested business and government 
groups, Mr. Capt asked authority 
to schedule a Census of Business 
and Census of Manufactures 
every five years, and a full pro- 
gram of annual and monthly cur- 
rent information to keep these 
census studies up to date. 


‘Peak’ Years Costly 
In explaining his plan to the 
committee, he argued: 
(1) Haphazard arrangement of 
(Continued on Page 61) 


Last Minute News Flashes 
Silex Shifts Account to Albert Woodley 


Hartford, Conn., Dec. 7.—Silex Company, manufacturer of Silex 
glass coffee makers and Silex Duelectric steam irons, has transferred 
its account from Grey Advertising Agency to the Albert Woodley Com- 


pany, effective Jan. 1. 


A general magazine and business paper cam- 


paign will be scheduled, supported by point of sale. 


Schenley Using 330 Dailies; Plans Christmas Ads 
New York, Dec. 7.—Schenley Distillers Corporation is using 330 
newspapers for 600 and 400-line copy on Schenley’s Reserve, stressing 


the theme “American’s largest selling whisky.” 


The campaign will 


continue “soft-tone” copy indefinitely, through the Biow Company, 
and will go to 800 and 600-lines for special Christmas copy and to 
two colors in business papers in January. 


Ex-Hoover Ad Manager Joins Leo Burnett Agency 
Chicago, Dec. 7.—Lt. Col. Don Colvin, recently released by the Army 
after two years’ service overseas with the 19th Tactical Air Command, 
has joined Leo Burnett Company as account executive. Prior to his 
military service he was advertising manager of Hoover Company, 
Canton, O., having been connected with that firm for nearly 20 years. 


Dobrow Asks Boost in ‘46 Pulpwood Output 


New York, Dec. 7.—-A substantial increase in pulpwood production 
in early 1946 was urged today by M. C. Dobrow, executive secretary, 
Writing Paper Manufacturers Association, to meet an expected 15% 


rise in industry demands. 


This will be needed, he said, despite the 


fact that total paper and paper board production is now nearly 18,000,- 


000 tons annually, the highest level since 1942. 


Publications in 1946 


are expected to increase their white paper consumption from 750,000 


to 1,000,000 tons. 


Nassau Plans Cooperative Ads in Dailies 

New York, Dec. 7—The Nassau, Bahamas, Development Board, in 
conjunction with the American Express Company, will sponsor a co- 
operative newspaper campaign in 28 eastern seaboard cities from 
Montreal to Miami, and in Chicago, Detroit and Cincinnati and mid- 


western Canadian cities. 
ment the drive. 


Business and travel magazines will supple- 
Kelly, Nason, Inc., is the agency. 


Ford Displays New ‘46 Mercury Cars 
New York, Dec. 7.—Ford Motor Company’s new Mercury cars were 
shown to dealers in Edgewater, N. J., today and expectations are that 


announcement copy will break in mid-December. 


Parts difficulties, 


principally strikes in sub-manufacturers’ plants, are delaying produc- 


tion, dealers were told. 


(Additional News Flashes on Page 2) 


Prize Wholesalers 
Get Set for Sales 
Contest Record 


Advertisers May 
Spend $60,000,000 
to Spark Salesmen 


(Picture on Page 63) 


Chicago, Dec. 6.—No one knows 
how much money companies spent 
before the war for prizes for their 
salesmen, not even the organiza- 
tions in what may be called the 
prize business, which plan sales 
contests and supply merchandise 
for prizes. Whatever the total was 
in 1941—perhaps as much as $40,- 
000,000 or $50,000,000—a lot more 
is bound to be spent as soon as 
merchandise becomes available. 

Cappel, MacDonald & Co., Day- 
ton, O., leader in the field before 
the war, with ’41 sales around 
$4,000,000; Belnap & Thompson, 
Inc., Chicago, whose ’41 sales were 
over $2,500,000, and currently the 
leader; Halas & Keefe, Chicago; 
Maritz of St. Louis; Dartnell Cor- 
poration, Chicago, and others have 
informed ADVERTISING AGE that 
they confidently expect record 
business a year or so from now. 
They will then perhaps sell as 
much as $30,000,000 in merchan- 
dise; their clients’ other contest 
costs and.cash prizes by others 
may equal that sum—bringing the 
total to $60,000,000. 


Thompson Heads Firm 


A newcomer to be reckoned with 
will be the recently formed 
Thompson & Associates, Chicago, 
headed by Douglas Thompson, 


All-State Enters 
Auto Financing; 
Rates Undecided 


Chicago, Dec. 6.—All-State In- 
surance Company, wholly - owned 
subsidiary of Sears, Roebuck & 
Co., which heretofore has special- 
ized in automobile insurance, has 
set up arrangements with banks 
nationally to finance automobile 
purchases. 

Daniel M. Berry, All-State’s ad- 
vertising manager, informed Ap- 
VERTISING AGE today that the plan 
will permit the company’s insur- 
ance agents to help their clients 
buy automobiles through banks, 
probably at rates lower than ob- 
tainable through auto financing 
companies. All-State will not set 
up a separate financing company. 

The move is comparable to that 
being taken by many other insur- 
ance firms to combat sales of in- 
surance on autos by General Mo- 
tors Acceptance Corporation and 
other auto financing organizations. 
Before the war, the going flat rate 
charged by Morris Plan and other 
banks on new automobile pur- 
chases was about 5% (which rep- 
resents a “true interest’ rate of 
9.85%), or around 1% less than 
the flat rate fixed by financing 
companies. 

Mr. Berry said All-State will not 
advertise its new service until the 
question of the rate on the loans 
can be settled. 
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formerly with Dartnell and a part- 
ner of Roy Belnap in Belnap & 
Thompson until early in the war. 
This company now is engaged in 
special promotional work for sales 
departments of Pure Oil Com- 
pany and others, and is building 
up a distributorship for merchan- 
dise it will sell later in handling 
sales contests. 

Almost all specialists in the 
field insist that they are not in 
the premium business—w hich, 
from their point of view, is en- 
tirely another industry. It is 
pointed out that premiums are, 
in the popular sense, bonuses that 
customers get with purchases, 
whereas prizes go to those, sales- 
men or others, who do something 
for which awards are merited. 


Sales Prizes Valuable 


Further, premium merchandise, 
although amounting to perhaps 
half a billion dollars annually in 
cost to advertisers, is said to con- 
sist largely of random products 
of relatively small value, but prod- 


ucts going as incentives to sales- 
men usually are nationally adver- 
tised, high quality merchandise. 

This viewpoint is taken, par- 
ticularly, by those who provide, 
as most do, elaborate sales promo- 
tion pieces in connection with sell- 
ing furniture, sporting goods, 
blankets, cameras, refrigerators, 
toys and whatnot to clients at 
prices considerably below retail, 
for use as prizes. These com- 
panies have the status of dis- 
tributors for a wide range of 
manufacturers, and, Dartnell ex- 
cepted, their revenues are derived 
chiefly from obtaining the jobber’s 
regular commission. 


Many Large Clients 


Numbered among past and pres- 
ent users of these specialists in 
how to hold sales contests are 
General Motors, Abbott Labora- 
tories, Kraft Foods, National Cash 
Register, Nu-Enamel Corporation 
and leaders in many industries, 
as well as countless small com- 
panies. As the nation enters a 


period in which advertising and 
salesmanship must open the door 
of prosperity, past users of such 
sales incentives undoubtedly will 
be joined by many others, and 
expenditures for effective sales 
contest promotion pieces and for 
prize merchandise no doubt will 
far exceed previous expenditures. 
Manufacturers recently have 
lined up these companies as part 
of their reformed distributorship. 
Cappel, MacDonald, which de- 
voted itself during the war to 
manufacture of air force emer- 
gency kits and other war prod- 
ucts, and to making its Teach-A- 
Tot educational toy line, has been 
promised early supplies from 4 
number of companies making 
leading brand-name products. 


Cappel First in Field 


Cappel, MacDonald is one of the 
largest outlets for many of these 
products. Its accounts have in- 
cluded National Cash Register 
(since 1922); Chevrolet and Frig- 

(Continued on Page 57) 
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Advertising Age, December j\). 


Last Minute News Flashes 


Pershall Opens Agency; Gets Utility Accounts 
Chicago, Dec. 7.—J. R. Pershall, for many years advertising m. Mage 
of Public Service Company of Northern Illinois, will shortly open hi 
own agency at 105 W. Adams St. here. Effective Jan. 1, he will } 
the accounts of Public Service Company, Commonwealth Edison Com 
pany, and two associated enterprises: 


and Illinois Northern Utilities. 


Conlon Corporation Appoints Critchfield & Co. 
Chicago, Dec. 7.—Conlon Corporation, maker of household washer 

and ironers, has appointed Critchfield & Co. to handle its consuma 

and trade advertising, with Irving R. Allen in charge of the campaigns 


‘Post’ Uses Dailies. Radio to Promote Serial 
Philadelphia, Dec. 7.—Curtis Publishing Company will use 37 dajj 
newspapers Dec. 12, 65 radio stations Dec. 12, 13 and 14 and the 
“Listening Post” program on American Broadcasting Company Dec, } 
to promote Capt. Harry C. Butcher’s “My Three Years with Lise 
hower,” which starts in the Dec. 15 Saturday Evening Post. 
paign for the 10-installment article adapted from the book will jp 
volve full page and 640-line newspaper ads and one to five-minutd 
Agency is Batten, Barton, Durstine & Osbom 


spot announcements. 
New York. 


194 


‘andl 


Western United Gas & Flectrif 


The cam 


Heads Grant in Canada 


Dave McMillan, in charge of the 
Canadian office of Grant Advertis- 
ing, Inc., since it was opened last 
August, in Toronto, has been ap- 
pointed vice-president and gen- 
eral manager of. the Canadian 
company, now known as Grant 
Advertising of Canada Ltd. 


FCC Makes 23 Grants 


for New FM Stations 


Conditional grants for 23 addi- 
tional FM stations were announced 
by the FCC Dec. 6, raising the 
total of conditional authorizations 
to 197, with approximately 300 
applications still awaiting atten- 
tion. At the same time 15 ap- 
plications for the Cleveland- 
Akron area, seven in the Provi- 
dence-Pawtucket area and eight 
in Indianapolis were designated 
for hearing, under the FCC pro- 
cedure. “Conditional grant” means 
that the applicant is considered 
legally and otherwise eligible for 
a license, and can continue with 


confidence to plan his statioy 
while engineering details are de 
termined. 

FCC also announced a three 
month schedule calling for 2 
hearings involving hundreds of 
applicants for various types of 
broadcast facilities. Hearings ard 
scheduled where more than one 
applicant is seeking a frequency, 
or where other questions of pub. 
lic interest are in dispute. 


Newsprint Prices 
Raised $6 a Ton 


OPA has granted an increase of 
$6 a ton in newsprint ceiling 
prices, bringing the price for 
standard newsprint delivered to 
38 port cities to $67 a ton, with 
added costs for other cities in ten 
zones, to take care of transporta- 
tion costs. 

The increase in the price is ex- 
pected to aid materially in check- 
ing further decreases in domestic 
production, which have recently 
reached alarming proportions. 


LAWRENCE 


MASS. 


o 
efit wase 


Distributing Center 
for the DRUG TRADE 
in the Merrimack Valley 


Lawrence, the natural hub of the Merrimack 
Valley, serves as distribution center for the drug 
trade in the Valley. Medicinal supplies, represent- 

| 2S ing millions of dollars, leave Lawrence warehouses 
; ee B each year to appear on shelves and counters of 
i | i drug stores throughout the surrounding territory. 


With ample storage space for your product 
and the daily Eagle-Tribune to tell your story, 
there is a vital market for you in Lawrence. An- 
nual retail drug sales in Lawrence alone total 
$2,257,000 (Sales Management Survey of Buying 
Power, — 
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Bar colene, regularly placing 
space in The Courant through Chambers 
& Wiswell, Inc., cleans Hartford homes 


sales, local retailers during the past six 


EAGLE-TRIBUNE: Read in 95 out of 
100 homes. 82°/, home-delivered— 
your sales message is read unhur- 
riedly within the home. — 


years have increased their advertising 
in The Courant by 58%, 


Nationally Represented by 
Gilman, Nicoll & Ruthman 


THE Hi 


as thoroughly as The Courant covers 
every corner of the sparkling Hartford 


FORD 


Ourant 


A CONNECTICUT INSTITUTION SINCE 1764 


market. Seeing the bright reflection of 


TEAGLE TRIBUNE 


_ LAWRENCE, MASSACHUSETTS | 


i The Courant’s influence in mounting 


WARD-GRIFFITH CO. = NATIONAL REPRESENTATIVES 
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they sit, listen—and say yes, or no. Everybody in the plant 


. _ 
Center —vill they he for you OF ag in you, when you values their opinions. Not all of them are as well-known, as 


| TRADE sell to the food producer? The choice iS YOURS.. well publicized, or as well-paid as the fellow in the white 
k Vall carnation at the head of the table. 
os Rite soa HEY don’t all hold down the same job. They don’t all ) 
diane te mare But every one of them can say No, and say it good and loud. 
lerrimack es ee And then your selling job is just that much tougher. 
the dru They have a wide variety of titles, habits, thought processes ; 

4 Throughout th fact b I 
:present- and preferences. oughout the manufac uring grocery business, in a 
rehouses h companies big enough to interest you—Food Field Reporter 
iii al wet from one end of the sevcsiolsiin table to the other, they delivers No. 1 coverage among the O’Kayers. You can start 
erritory. all have two things in common: now to shake hands with these chaps, 26 times a year—still 
product —First, they can turn thumbs-up, or thumbs-down, on your for only $5,569.20 for 26 black-and-white pages. 

hi ition. 
r story, Pan eee Think of it. Just that $5,569.20 can help you get over the 
ce. An- —And second, they are all—yes, all—deep readers of Food hump of postwar’s tough selling competition. Better see 
. total Field Reporter. your advertising agency about it. Food Field Reporter, 
_—- At the meetings where the decisions are made or unmade 330 West 42nd Street, New York 18, N. Y. 


Conference Room where Loose-W iles Biscuit Company and its advertising agency, Newell-Emmett Company, 


n 95 out of make major plans. Here the O’ Kayers of both company and agency decide on vital issues. How many plan board 
-delivered— people who regularly gather here is your advertising influencing? FOOD FIELD REPORTER reaches them all. 
— oe It is read by more than 15 Loose-Wiles Biscuit Company O’ Kayers and by more than 5 food field minded O’ Kayers 


at Newell-Emmett Company. 
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‘Liberty’ Magazine 
Signs LaGuardia 
on American Net 


New York, Dec. 6.—A _ business 
conference two days ago between 
Mayor Fiorello H. LaGuardia, Paul 
Hunter and Edward Maher, pub- 
lisher and editor, respectively, of 
Liberty, and executives of War- 
wick & Legler, the magazine’s 
agency, resulted today in the an- 


nouncement that Liberty’ will 
sponsor talks by the mayor on 
the American Broadcasting Com- 
pany, starting Jan. 6. 


Contract Signed 

The network signed a contract 
with the mayor a week ago to 
start then on a sustaining basis 
in the Sunday 9:30-9:45 p.m., 
EST, period. This resulted in 
various reports on _ prospective 
sponsors, with William H. Wise & 
Co., publisher, “practically” signed 
Nov. 30 (AA, Dec. 3). The deal 


fell through, however, 
weekend, 

Liberty’s contract on a one-year 
basis calls for the full American 
network and carries a tw0-year 
renewal option clause. 


$100,000 ‘Low’ 

American’s contract with the 
mayor originally called for $100,- 
000 a year, but Mr. Maher, when 
asked to verify this amount, said 
the figure was “low.” 

The mayor, who goes out of 
office Jan. 1, will have complete 


over the 
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freedom to say what he wishes on 
the air. A Warwick & Legler offi- 
cial reported the contract was so 
framed that if the magazine 
wishes to praise or criticize La- 
Guardia’s talks editorially, it may 
do so, and vice versa. 


Lynch Reelected 


Walter D. Lynch, vice-president 
of National Folding Box Company, 
New Haven, has been reelected 
president of the Packaging Insti- 
tute, New York. 
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Large Passenger-Carrying Ships for 
Certain Essential Trade Routes 


Sale 
waety Fe tures tor 


Le? Nir 


By James 1. Bates 


11. marine industry is now moving ahead with plans for balancing 

the post-war merchant marine with new passenger ship construction, 
designed on modern lines for competitive service on the trade routes 
of the world. The U. S. Maritime Commission’s program of 11 new super- 
liners alone involves some $225,000,000 of construction. 


Again Marine Engineering and Shipping Review has taken the lead in 
covering thoroughly a subject of great timeliness to the marine industry 
by devoting its November issue entirely to the subject of post-war 
passenger ships. 
This issue featured the contemplated program ef construction, the vari- 
ous designs that have been projected, and the revolutionary changes 
that will be embodied in these ships of the future. These feature articles 
are illustrated above. 


Re ‘gular advertisements of your produc ts and services in Marine Engi- 
neering and Shipping Review. tving in with this outstanding publishing 
service, will be your mainstay for holding a commanding sales position, and 
cementing strong marine industry business relationships in the year ahead. 
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Map $1,000,000 
‘46 Drive for 
Reynolds Pen 


Chicago, Dec. 7.—Reynol:'s |p 
ternational Pen Company, whogd 
$12.50 ball-bearing fountain pep 
are finding favor with thousang 
of Christmas gift buyers, expec 
to spend about $1,000,000 for 
first national advertising ne, 
year, Frank Lamb, president, said 
this week. 

The company, which already ha 
achieved nationwide distributioy 
of the pen, late today announce 
that the Chicago office of Maxoy 
Inc., will handle its 1946 adve, 
tising and promotion. 

Thus far, Reynolds has en. 
ployed no direct advertising of jt; 
own, but has relied on the ap. 
nouncement copy of departmen 
stores and other retailers, includ. 
ing Gimbel Brothers, New York 
and Sears, Roebuck & Co., the 
W. T. Grant stores, Walgree, 
drug chain and Mandel’s depart. 
ment store here. 


Will Produce 50,000 Daily 


The pen, guaranteed to write 
two years without refilling, was 
introduced only six weeks agit 
although production has 
climbed to 20,000 daily, the de. 
mand is outstripping supplies, ac.fJ 
cording to Milton Reynolds, chair. 
man of the firm. He said output 
will reach 25,000 a day next week, 
and soon will reach 50,000 daily, 
in the company’s Chicago plant. 
Assembly is handled here, with 
most of the parts produced by 
outside manufacturers, 

Gimbel’s, whose New York 
store introduced the newcomer 
to the fountain pen field (AA 
Nov. 5) and sold 30,000 the first 
week, is said to be nearing the 
100,000 mark. 

Reynolds’ present volume, said 
Mr. Lamb, is at a rate equalling 
that of “the four other leading pen 
manufacturers combined.” 


‘Sports Afield’ 
Adds to Sales Staff 


Ted H. Doescher, former]) 
western manager of Sporting 
Goods Dealer and other business 
papers, and recently Chicago sales 
manager of Wilding Picture Pro- 
ductions, has joined the Chicago 
sales staff of Sports Afield. 

Charles E. Rogers, son of Stan- 
ley B. Rogers, who for many years 
was western manager of Sports 
Afield, has joined the Chicago 
staff following his recent dis- 
charge from the Navy. J. O. Low 
Jr., formerly assistant manager of 
sales for Reynolds Metals Com- 
pany in Chicago, has also been 
added to the Chicago staff. Wil- 
liam F. Haring, formerly division 
sales manager of Signal Service 
Corporation, Irvington, N. J., has 
joined the eastern sales staff of 
the magazine, with headquarters 
in New York. 


Robers Heads Promotion 


Gene P. Robers, sales promotion 
manager of Weatherhead Com- 
pany, Cleveland, O., has_ been 
given a 90-day leave of absence 
to head publicity and promo'ion 
for the National Aircraft Show t? 
be held in Cleveland Jan. 11-20. 


Advertising 
. Use 
PLASTICS WORLD for @ 


down-to-earth job of trace- 


Make your 


Dollars WORK . 


able, tangible results. 


CLEWORTH PUBLISHING CQ, lr. 
551 Fifth Ave., New York 17, N. *- 
Chicago @ Los Angeles @ San Francis<° 


Also Publishers of The PLASTICS BUYE" 
and The PLASTICS NEWS LETTER 
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... is a promising picture for those 


who sell TRANSPORTATION 


“Going to the Mainland” was the regular habit of tens of 
thousands of Hawaii's residents before the war. And now that 
travel restrictions are being lifted, the desire to resume this 
travel-habit is greater than ever. 

Hawaii’s new civilian residents are also eager to travel. 
And there are many of them. Today the civilian population 
of Hawaii is over half a million, with nearly 65 per cent 
concentrated in Honolulu City and County alone. 


Proof that there will be money to spend on travel is ap- 
parent through a study of Hawaii’s prosperity. According to 
U. S. Department of Labor figures, the annual average gross 
income of the working-class family is $4,980. During the 
first quarter of 1945 retail sales amounted to $108,058,704 


If you need help in “looking behind the Hawaiian Scene” 
and information about sales representatives and distrib- 
utors in Hawaii, write to Special Service Department, 
Star-Bulletin, Honolulu, T. H., or O'Mara & Ormsbee, Inc., 
New York, Chicago, Detroit, San Francisco, Los Angeles. 
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Sugar Cane Plantation — Waimanalo, Oahu 


BEHIND THIS HAWAIIAN SCENE... 


—a 16% increase over the same period of 1944. Saving 
deposits on December 31, 1944 were 193% higher than those 
on December 31, 1941. And Hawaii has consistently exceeded 
its quotas on War Loan drives! 

That’s why we say —“Pin-up Hawaii on your sales map” 
now. And to reach the travel-minded people in this profitable 
market, choose the Honolulu Star-Bulletin. In Honolulu, 
where the concentrated population of Hawaii is, the Star- 
Bulletin has a carrier delivery to practically every home 


every evening. 
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6 
Heads Chevrolet Account 


Henry G. Little, since June, 
1944, vice-president and generaij 
manager of Campbell-Ewald Com- 
pany, Detroit, has been appointea 
executive vice-president in charge 
of the Chevrolet account. He suc- 
ceeds R. H. Crooker, who con- 
tinues as vice-president and di- 
rector in charge of West Coast 
operations. 


FTC Issues Order 


_ FTC last week ordered the Na- 
tional Electric Manufacturers 
Company, New York, to discon- 
tinue advertising which implies 
that it originated or designed flex- 
ible shafting in remote control 
valves of naval vessels, when the 
work was actually done by Gibbs 
and Cox, naval architects and rep- 
resentatives of the Navy’s Bureau 
of Ships. 


F&S4hR Gets Slax 
Footwear Account 


North Quincy, Mass., Dec. 5.— 
Slax Footwear, Inc., new men’s 
leisure footwear manufacturer, has 
appointed Fuller & Smith & Ross, 
New York and Cleveland, to han- 
dle its account. 

Production and advertising of 
Bostonian and Mansfield Slax 
shoes will begin about the first of 
the year. The ad drive will in- 
clude insertions in mass circula- 
tion magazines, with emphasis on 
the shoes’ and slippers’ wide range 
in color and the permanency of 
their shape. 

M. Robert Shaffer, Hingham, 
Mass., is president of Slax, and 
Marc Wright is general manager. 


New Sunday Newspaper 
Planned in New Jersey 


First edition of the Sunday 
Sentinel, a new newspaper for 
Morris County, N. J., will appear 
Jan. 13, with publication offices to 
be in Morristown and Morris 
Plains. 

Officials of the newly - formed 
Morris County Publishing Com- 
pany are Charles Van Cott, pub- 
lisher; Edgar Week, advertising 
manager; J. Edwin Carter, pub- 
lisher of six New Jersey news- 
papers; and Ferguson V. Bass, 
business paper and newspaper 
publisher. 


K&E Promotes Maggini 

Donald Maggini, with Kenyon & 
Eckhardt, New York, since Feb- 
ruary, 1944, has been appointed 
director of motion picture opera- 
tions for the agency. 


Advertising Age, December 10 1945 


‘World Report,’ 
News Weekly, to 


Make Bow Soon 

Washington, Dec. 6—The United 
States News Publishing Corpora- 
tion disclosed this week that it 
plans to issue shortly a new 
weekly news magazine, World Re- 
port, devoted to the reporting and 
explanation of the news and 
background of international af- 
fairs. 

David Lawrence, president, said 
plans call for establishment of a 
large staff of independent cor- 
respondents in the world’s news 
centers. World Report, he re- 
vealed, will follow the identical 
pattern of United States News. 
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if the War Advertising yeuncil we are offerin 


ig reprints of this advertisement to anyone who wishes to have them.) 


While ‘endeavoring to “eport 
the facts about each nation’: pgjj, 
cies and programs, Mr. Lawreng 
said, “World Report will have yg 
editorial page and espouse po 
cause or the policy of any goy. 
ernment. 

“The job will be to lay the fact 
on the table for those who care 
to read them and be guided by 
them. We shall cover the news 
events of the world in the fielg 
of trade, finance and _ goverp. 
mental relations as objectively ang 
impartially as is humanly pos. 
sible.” 

While it will be published jy 
Washington, World Report wij 
be designed for reading not only 
in the United States but in othe 
countries, and may eventually be 
printed in other major languages 
the publisher said. 


OVERSEAS EDITIONS 
TO CARRY ADS 

New York, Dec. 4.—Newsweek 
has announced that, beginning 
with January issues, it will ac. 
cept advertising in two more of 
its overseas editions, Hawaii and 
Paris. This action follows “the 
welcome advertisers have ac. 
corded Newsweek Pan-American 
by Air.” 

The single page rate for the 
Hawaiian edition has been set at 
$400, with a print order in excess 
of 40,000; while the Paris edi- 
tion, with a print order of more 
than 25,000, will have a $350 page 
rate. 


Carey to Expand 


The Philip Carey Mfg. Com- 
pany, Cincinnati, maker of build- 
ing materials, plans to spend $5, 
000,000 for modernization and ex- 
pansion of five plants in the United 
States and Canada. Additions t 
two other plants are also to get 
under way soon. Several new 
products will be placed on the 
market, according to R. S. King, 
president. 


Harris Advanced 


Manning, Maxwell & Moore, 
Bridgeport, Conn., maker of 
gauges and valves, has appointed 
Charles L. Harris, formerly man- 
ager of the midwestern district, 
as manager of distributor sales. 
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What the Business Man wants to 
know about the Home Economics 
Market. 


am 


A market study for General Ex- 
ecutives — Sales Executives — Ad- 
vertising Men and Women 


who want the inside story of the 
counterpart of advertising . . - 
buymanship . . . as taught in 


U.S. schools and colleges. 


It is in readable question-and- 
answer form and will be set 
free to all who write for it °» 
their business letterheads. 


WISE ADVERTISERS TAKE 


"HOME ECONOMICS: 
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~ee- WMAQ at 6:30 pm 


In 1943 McLaughlin's Manor House Coffee completed plans for a 15 minute 


50,000 watts 


‘epresented by NBC SPOT SALES 


HICAGO. 


£ 


gz 


radio program. They wanted to reach the vast Chicago market, the nation’s 
2nd largest, where 2,855,700 families spend over $3,500,000,000 annually. 
They checked station coverages, time availabilities and then chose — 


WMAQ, the Chicago station most people listen to most. Manor House 


ee 
he? 
ee 


Coffee has been on the air continually over WMAQ ever since. Their current 


S, 


program, “The Manor House Party,” is heard Monday thru Friday at 6:30 PM. 


WMAQ-— morning, noon and night—reaches the people who listen and 


buy. Information concerning time availabilities furnished upon request. 


“2 The Chicago station 
most people listen to most 
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Chicago Pressmen 
Retuse Overtime 
in New Dispute 


Chicago, Dec. 7.—Press feeders 
and other members of the Inter- 
national Printing Pressmen and 
Assistants Union of North Amer- 
ica in Chicago yesterday and to- 
day have refused to work oOver- 
time as a result of a new dispute 
involving the Franklin Associa- 
tion, which represents major print- 
ing firms here. 

The dispute is an outgrowth of 
the strike here in October which 
resulted in shorter hours of work, 
increased pay rates, a second week 
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of vacation and improved work- 
ing conditions for members of the 
International Typographical Union 
(AA, Oct. 29). 

The new dispute, which some 
expect may be settled today, but 
which will delay publication of 
some weeklies and other publica- 
tions if not settled at once, is said 
to result from the pressmen’s dis- 
satisfaction over having not 
secured concessions from the 
printing houses comparable _ to 
those won by the make-up room 
workers. The pressmen, feeders 
and folders are working under a 
contract signed six months ago, 
which has another year and a half 
to run. 

A Franklin Association spokes- 
man, refusing to give details of 
the dispute, said “‘we offered them 
a Christmas present but they 
aren’t satisfied with it.” He as- 
serted that the feeders, besides 
refusing to work overtime, have 
stopped helping pressmen in 
make-ready and other work in 
many instances. 


To Expand Factories 


Minneapolis - Honeywell Regu- 
lator Company, Minneapolis, 
maker of heating, ventilating and 
air conditioning controls, has an- 
nounced a_ $3,500,000 expansion 
program for additions to plants 
and machinery in Minneapolis, 
Chicago, Toronto and Phila- 
delphia. 


Savarin Changes 


S. A. Schonbrunn & Co., New 
York, has appointed Lawrence C. 
Gumbinner Advertising Agency, 
New York, to handle advertising 
on Savarin coffee, effective Jan. 1. 
Roy S. Durstine, Inc., New York, 
formerly handled the account. 


Criterion Ups Rates 


Criterion Advertising Company, 
New York, has announced an in- 
crease in its base monthly service 
rate on all new business after 
Jan. 1, 1946. The new rate will 
be $3.60 per display per month 
in U. S. neighborhood shopping 
centers, with the Canadian rate 
$3.95. The base contract is for 
36 months. 


Advertising Age, December 1( 


NAM Promotes 
‘Public Good’ 
as 1946 Goal 


New York, Dec. 6.—‘“‘If man- 
agement is to gain public accept- 
ance, the people must believe that 
management is trying to reach the 
goals held desirable by the pub- 
lic,’ Walter B. Weisenburger, ex- 
ecutive vice-president of the Na- 
tional Association of Manufac- 
turers, told NAM’s 50th anniver- 
sary congress of American industry 
here this week. 

Mr. Weisenburger cited “three 
main objectives for NAM’s 1946 
public relations program: 

“1. Identifying NAM and its 
membership with the hopes and 
aspirations of the people; 

“2. Proving that management 
has a heart, and that it recognizes 


ACCELERANDO 


Go right on up the list, 


and at the top of names 


famous in the world 


of musical reproduction 


stands The Capehart. 


Three factors put it up there. 


Far-sighted management. 


A magnificent instrument. 


Advertising. 


The growth of Capehart 


business in the years 


immediately before the war was 


steady and sure. The post-war 


combination of management, 


instrument and advertising 


promises results even greater. 
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1945 
and respects human rights: 


“3. Demonstrating concli sive), 
that the manufacturing do) ar ;, 
and will continue to be shared 
properly and fairly among \or,. 


ers, consumers and owners.’ 
No ‘High Sounding Theorj»s’ 


The association’s program, | nde; 
Holcombe Parkes, who recently 
became vice-president and pub. 
lic relations director, “wil! Not 


merely talk about high-sou ding 
theories, or big-sounding pasts 
or gloomy-sounding collectivig 
futures,” Mr. Weisenburger saiq 

He suggested “10 commandment; 
of the business manager’—ijp. 
cluding his “obligation to the 
great American consumer’: ep. 
couragement of research in manu. 
facturing and marketing; provid. 
ing jobs in production and selling 
“at as good wages and as good 
working conditions as are con- 
sistent with the efficient conduct 
of his business.” 


Says Public Favors NAM 


Dr. Claude Robinson, president 
of Opinion Research Corporation, 
said that “management § should 
talk more to the people; do a bet- 
ter job in interpreting company 
profits to the public; dramatize 
better the fact that it accepts the 
principles of collective bargain- 
ing, and dramatize the fact that 
industry’s goal is to serve the 
public. 

“More than 65% of the general 
public who are familiar with the 
National Association of Manv- 
facturers,”’ Dr. Robinson said, “say 
that they approve of the associa- 
tion, and 63% of the thought lead- 
ers of the nation say that they 
approve of NAM.” 


Beaupre and Powers 
Start Dallas Agency 


Cecil E. Beaupre, recently re- 
leased from the armed forces, and 
H. O’Keefe Powers, Altanta and 
Dallas agency executive, have 
formed Beaupre and Powers, ad- 
vertising agency with offices at 
2000 Kidwell St., Dallas. 


Accounts to be served include 
Universal Corporation, meta! 
manufacturer; Guardian Interna- 


tional Life Insurance Company 
Cle Products Company, soaps and 
cleansers; Gadgets, Inc., toys, and 
others. 


Photo-Travel Magazine 


Planned by US Camera 


U. S. Camera Publishing Cor- 
poration, New York, will publis! 
Travel & Camera, to appear next 
May with an initial circulation of 
100,000 copies. During the las! 
nine months of 1946, the maga- 
zine will appear six times, and 
on a monthly basis thereafter. 

Measuring 10%” by 14” and 
averaging 154 pages, the maga- 
zine’s rate for a black-and-white 
page will be $585. Tom Maloney 
is publisher. Advertising manager 
is Phil Babcock, formerly wit! 
the sales division of E. I. du Pont 
de Nemours & Co., Wilmington 


Promotes Lighters 


Evans Case Company, North 
tleboro, Mass., has started ad 
tising its automatic cigaret li 
ers in December issues of Esquire. 
Life and True, as well as busi 
papers. R. D. Northrop Comp:ny, 
Boston, is the agency. 
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of Public Re 
tions. Directo y- 
Calendar >f 
Event 
Articles. 
1945-1944 
Edition, inc! 
ing suppleme ‘5 
and unlimi 
informati 


service. | 2 | 


“A magnificent book ...a one-volur'é | 
library of public relations, facts ad 
methods.”’ 
order today 


Public Relations Directory and Yearbook, | °. 
82 BEAVER STREET, NEW YORK 5, N. 
HAnover 2-9462 
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Where do we go from here? 


While management men all over America 
are buried to the hilt on conversion mat- 
ters, Congress deliberates on a whole 
new set of problems. 


These problems, the outcome of which 
affects the lives of every one of us, are 
MUSTS for every key management man. 
Business Plans MUST fit into the na- 


tional economy. 


That’s why The United States News is 
MUST reading for the men who guide 
Business. They MUST have the news 
of national affairs accurately forecast, 
analyzed and reported. 


. Read it each week from 
r-to-cover. Tops over every 
cr similar publication." Today, The United States News has a total readership of one mil- 


’ lion, with 80% of the subscribers requesting that their copies be 
Cherrington, 


President 
JENNISON—WRIGHT CORP. 


sent to their homes where they can read this MUST magazine 


from cover-to-cover. 


(200,000 GUARANTEE) 


The Direct Route to 
those who O. K. both 
corporate and family buying 
* 


Daniel W. Ashley 
Vice President in Charge of 


30 Rockefeller Plaza, New York 20, N.Y. 
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To sell the audience that buys 
the hest of everything 
use the unquestioned leader... 


500,000 guaranteed * 
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An Oversupply of Willing Hands 


Reports from New York, Chi- 
cago and other centers where ad- 
vertising interests have banded 
together in active efforts to secure 
jobs for veterans indicate that a 
serious problem in public rela- 
tions is shaping up for the adver- 
tising business. 

The lure of those vocations in 
which no great physical effort is 
required seems almost to have 
been enhanced, rather than di- 
minished, by close and sometimes 
painful exposure to the best of 
military technology. Not only are 
there plentiful supplies of veter- 
ans looking for non-technical jobs, 
but a surprisingly large percent- 
age of them seem to have decided 
that “the advertising game” is 
their oyster. 

In New York, according to cur- 
rent reports, there are more vet- 
erans seeking employment with 
advertising agencies alone than 
the total number of agency per- 
sonnel in the city. In Chicago, 
where a city-wide Business Voca- 
tion Committee has been set up to 
take the best possible care of vet- 
erans who represent the cream of 
the crop, the astonishing figure of 
25% of all veterans making use 
of the service want jobs in adver- 
tising! Since advertising jobs rep- 
resent considerably less than 1% 
of the total volume of “white col- 
lar’ jobs in the area, it seems ob- 
vious that numbers of these vet- 
erans, especially those without 
previous experience, are doomed 
to disappointment. 

This overabundance of willing 
recruits to the ranks of advertis- 
ing poses a serious, and a potenti- 
ally dangerous problem to veter- 


as well. If it is generally true 
that relatively vast numbers of 
untrained men and women have 
picked advertising out of a hat as 
their chosen vocation, it becomes 
the painful but important duty of 
everyone connected with adver- 
tising to set the veterans right. 
There can be no point in encour- 
aging continued search for em- 
ployment in a field where the 
chance of the novice is so limited. 

There will never be enough jobs 
in advertising to occupy 25% of 
the cream of America’s crop of 
young men, and there can be no 
point in letting any such percent- 
age of our youth believe that they 
can land jobs in the field. 

In the case of veterans and 
others without experience, all of 
us should take pains to point out: 
(a) advertising supplies only a 
negligible number of jobs, in re- 
lation to the job potential of the 
country as a whole; (b) advertis- 
ing has always been hard to break 
into, especially for the person 
with no experience; (c) to be a 
successful advertising man, one 
must know the ways of business, 
and the operation of the market- 
ing and selling mechanisms. 

The youth who really wants to 
be an advertising man, and in- 
tends to work at it, will not be 
discouraged if he is presented 
with the facts. The multitude who 
have no basic interest in adver- 
tising, but have fed on dreams of 
glamor and very httle work, will 
be prevented from pursuing a will 
o’ the wisp, and may have their 
vocational aspirations channeled 
into the more prosaic - sounding 
occupations where far better job 


ans and the advertising business 


The Radio Al 


The Advertising Council is to) 
be congratulated upon having) 
worked out details of a plan to! 
continue the network allocation | 
plan on a revised basis. As long 
as there remains a real need for 
the allocation of time to worthy 


public projects, continuation of 
the allocation plan, which oper- 
ated so successfully through the 


war, is desirable and necessary. 
Under the allocation system, 
public service messages are care- 
fully spotted on the air, 
result that their 


on listeners’ senses, arid the bur- 
den of carrying them is distribut- 


| Central 
with the | 
effectiveness is| 
increased because they dg not pall} 


opportunities exist. 


location Plan 
ed as equitably as possible among 
all advertisers who volunteer their 
facilities. 

As the Advertising Council’s 
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—Frank H. Fleer Corporation 


. and in those days you could buy all the chewing gum you wanted." 


Thank You, Thank You 

The staff of J. J. Gibbons, Ca- 
nadian agency, thinks the “thank 
you” ad reproduced here, which 
is appearing in a list of business 
papers in Canada, is one of the 
most unusual ads of the year. It 
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was paid for, they tell us, by the 
employes of G. H. Wood & Co., 
manufacturer of sanitation prod- 
ucts, just so these employes could 
tell Mr. Wood publicly how much 
they thought of him. 

“Without any knowledge of it 
on Mr. Wood’s part,” according to 
Gibbons, “the employes set about 
putting their feelings into words. 
Their advertising department had 
been approached many times by 
office, sales and factory staff and 
finally, we understand, a commit- 
tee was formed to try to put into 
words their feelings towards Mr. 
Wood. 

“The outcome of it was the ad- 
vertisement now appearing in 
business, trade and financial pub- 
lications —a_ not-too-well-written 
but heartfelt expression of ap- 
preciation by the factory, office, 
research, laboratory and sales 
staffs throughout Canada, ad- 
dressed to their ‘big boss.’ ” 

We hope Ad-libbing’s bum leg 


special committee in charge of 
radio allocations has pointed out, | 
cooperation with the allocation) 
plan is not only good business for | 
individual companies, but it also | 
prevents a competitive grab by | 
various private and public agen-| 
cies for all the time they can get. | 

allocation of time keeps 
the business orderly, gets better 
results, and enables advertisers to 
perform a needed public service 
without waste and confusion. It 
| should be supported fully. 


isn’t being pulled on this one; it 
makes such a_ heart - warming 
Christmas story. 


School Days in San Juan 
From San Juan, La Union, Phil- 
ippine Islands, T/Sgt. Joseph L. 
Stenek reports that the Service- 
men’s Pony Edition of ADVERTISING 
AcE has not only supplied him 
with many pleasant hours, but 
that it is being read by a dozen 
men and being used in the adver- 
tising classes at Base M Institute, a 
school being conducted by the in- 


|formation and education section. 


Advertising and the operation 
of small business are the most 
popular subjects at the school, 
which currently has .an enroll- 
ment of over 2,500, Sgt. Stenek 
reports. Right now 30 full-time 
instructors are teaching more 
than a score of subjects ranging 
from accounting and aeronautics 
to mathematics and farm manage- 
ment, and the school is overflow- 
ing from its century old Spanish 
school building to some prefabri- 
cated huts on the school grounds. 

“A survey of students at the in- 
stitute indicates that one in eight 
is definitely planning on a busi- 
ness of his own,” says the ser- 
geant. “Students studying ac- 
counting, advertising, business 
law and other related subjects do 
not intend to enter those fields 
but rather feel that a knowledge 
of those subjects will be valuable 
in the conduct of their own pri- 
vate enterprises. 

“Many of the students who elect 
one of the farming courses com- 
bine it with small business opera- 
tions or advertising. Such stu- 
dents intend to start small farms 
and many of them are expecting 
to take advantage of the loan pro- 
visions of the G. I. Bill of Rights 
for capital to buy new machinery 
or to renovate the old farm which 
was left for service in the Army. 
. . Classes are held four evenings 
a week. The record for long-dis- 
tance study is held by a port com- 
pany, whose men travel 40 miles 
each night over rugged roads from 
the unit’s base at San Fabian.” 


Jottings 

There’s an attractive Mark 
Cross ad in a recent New Yorker, 
showing some swell leather goods 
in the foreground and the com- 
pany’s trademark superimposed 
against a night sky-full of heav- 
enly bodies. And what credit line 
do you suppose is given? “Sky by 
Mt. Wilson Observatory,” it says, 
but our Girl Friday thinks it 
should have been “Sky, by God.” 

And Major Felix Streyckmans, 
former editor of Future, U. S. 
Junior Chamber of Commerce 
publication, wrote a letter to the 
“Voice” department of the Chi- 
cago Times in an attempt to get an 
apartment. He got 23 responses, 
but apparently not the right kind, 
because he’s still sleeping on an 
Army cot in his father’s home... 

National Ice Public Relations, 
Inc., Washington, has just issued 
a new fact book on the industry, 
which shows that the industry 
had its biggest year in 1944—49,- 
750,000 tons of ice produced—15,- 
750,000 tons more than in 1941... 


The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap. 
VERTISING AGE, 100 E. Ohio St, 
Chicago 11, Ill. 


No. 2582. Unlocking the Power 
of the Universe. 


The Knoxville News - Sentinel] 
has issued this folder, which re- 


ports, particularly, on the Oak 
Ridge Project to show how the 
business indexes of Knoxville 


have skyrocketed in the past two 
years due to the spending power 
of the 75,000 inhabitants of the 
atomic power center. Other pic- 
tures and figures in the folder de- 
scribe the industrial prosperity 
brought to the area by the TVA, 
and the city’s standing as a tour- 
ist center. 


No. 2583. The Pacific Slope— 
Home of the Specialty 
Farmer. 

Livestock and dairy products 
represent 46% of all agricultural 
income on the Pacific slope, says 
this folder, issued by Western 
Dairy Journal and Western Live- 
stock Journal. Loose-leaf sheets 
containing a wealth of material 
on the market covered by the pub- 
lications are conveniently ar- 
ranged in a file folder. 


No. 2584. Here to Stay. 

Railway Supply News has is- 
sued this file-size presentation of 
railroad product information, 
which includes statistics on the 
railroad market; buying proced- 
ures; market potentials and de- 
tails on the editorial policies of, 
and reader reactions to Railway 
Supply News. 


No. 2585. Who Reads 
Magazine? 

This report, issued by Harper’s 
Magazine, shows a cross section 
of the magazine’s subscribers— 
what kind of people they are from 
the standpoint of income levels 
and occupations. The study also 
indicates what influence Harper's 
has on its readers with relation to 
other publications in the same 
general field. 


Harper’s 


No. 2551. Here Are the Answers 
to the You-Quiz. 

Readers of True, the man’s mag- 
azine, get a going over in this 
survey—a Don Herold quiz— 
issued by Fawcett Publications. 
What they earn and own, how 
they are employed, what they 
spend for clothes and what brands 
of numerous items they prefer and 
specify in buying are all set down 
in tabulated form. 


No. 2567. 50th Anniversary. 

Poultry Tribune has issued this 
illustrated brochure in celebra- 
tion of its golden anniversary. [n 
addition to the Tribune’s 50-yea 
history—its achievements and | 
story of its public service, 
brochure describes the growth 
the organization and other ma 
zines now published by Watt Pi 
lishing Company. 


No. 2572. The Clouds Roll By 
the Spokane Market. 

This illustrated booklet, iss 
by the Spokane Review a 
Spokane Daily Chronicle, conta 
the results of a postwar buy 
survey conducted in Spokane : 
18 “Inland Empire” tow 
Planned purchases, by makes, 
automobiles and household app.'- 
ances, plans for rebuilding 4 
remodeling homes, and other «°- 


| tails are tabulated. 
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$272,000 Budget 
Set forAll-Year 
Club’s ‘46 Drive 


tos Angeles, Dec. 4.—With a 
total budget of $272,500, the All- 
year Club of Southern California 
will launch its first postwar travel 
campaign for 1946 in 10 maga- 
zines and 37 newspapers. 

Copy appearing in winter and 
spring months of 1946 will be de- 


Loesch to Canada Dry 


William Loesch has been ap- 
pointed supervisor of a newly- 
created central office of Canada 
Dry Ginger Ale, Inc., New York, 
for coordinating the production 
and purchase of all graphic arts 
and sales promotion material. 


WIJNC Joins Mutual 


Station WJNC, Jacksonville, 
N. C., on Nov. 26 joined Mutual 
Broadcasting System, bringing the 
network’s total to 281. The station 


Appoints Klingensmith 

Canton Drop Forging & Mfg. 
Company, Canton, O., maker of 
metallurgically controlled forged 
parts, has appointed H. M. Klin- 
gensmith Company, Canton, as its 
agency. 


Opens Teen Age Agency 

Maj. I. W. Peterfreund, former 
director of fashion merchandising 
for Fawcett Publications, New 
York, has opened Teen Age Ad- 
vertising Agency at 15 E. 40th 
St., New York. 


Basford Appointed 


General Railway Signal Com- 
pany, Rochester, N. Y., has ap- 
pointed G. M. Basford Company, 
New York, as its advertising 
agency. The company makes traf- 
fic control and other railway sig- 
nalling systems. 


Hutton to ‘Companion’ } 


Robert Hutton Jr., for the past 
two years with the OWI, has 
joined the promotion staff of the 
Woman’s Home Companion, New 
York. Previously, he was promo- 
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tion manager of .WEAF, New 
York, and promotion and publicity 
director of WCCO, Minneapolis- 
St. Paul. 


ei a5 


Bee BSNS 


431 5S. Dearborn St., Chicago 5, Ilineis 


signed to stimulate 


travel to| operates on 250 kw, 1240 kc. 


a. 


Southern California next summer, 
when authorities predict the area’s 
housing shortage will have eased, 
“at least in regard to the transient 
type of housing used by vacation 
travelers,” the club reports. 

The current budget is $122,500 
more than was spent h~ the club 
in early war ye: el pro- 
motion, and is t..e ing gun 
of a campaign to protect the area’s 
$200,000,000-a-year tourist indus- 
try, for the last 22 years de- 
veloped by an annual advertising 
expenditure of $8,000,000. 


Color Pages Scheduled 


A maximum of four insertions, 
all full page and three in color, 
will be used in Collier’s, Cosmo- 
politan, Grade Teacher, Holiday, 
Instructor, Look, National Geo- 
graphic Magazine, Newsweek, 
Time and The Saturday Evening 
Post. 

Between February and May, 
three-column 10-inch ads will be 
placed in newspapers especially 
selected to tap the Midwest mar- 
ket, a “tug-of-war” site for Cali- 
fornia and Florida travel trade. 
The heaviest schedules have been 
placed in Chicago, Cleveland, De- 
troit, Kansas City, Milwaukee and 
New York, with strong schedules 
in Cincinnati, Denver, Minne- 
apolis, New Orleans and St. Louis. 

The 1946 copy will be head- 
lined, “Yippee! Next Summer 
we're going to Southern Cali- 
fornia.”’ Copy will carry a note of 
advice on housing accommoda- 
tions: “Of course, until conditions 
return to normal, it’s essential to 
secure accommodations in ad- 
vance. So plan now.” 

Foote, Cone & Belding, Los An- 
geles, is the agency. 


Disc Show Will Sell 
Columbia Records 


Columbia Recording Corpora- 
tion, Bridgeport, on Jan. 12 will 
sponsor a half-hour transcribed 
series on behalf of its popular 
records on 55 stations throughout 
the country. 

The records themselves will be 
played on the series with com- 
mentary by Martin Block, known 
for his record commentaries on 
“Make Believe Ballroom” on 
WNEW, New York. The agency 
is Benton & Bowles, New York. 


Alco-Gravure Ups Fisher 


Jerome B. Fisher has been ap- 
pointed eastern sales manager of 
Alco-Gravure division, Publica- 
tion Corporation, Hoboken, N. J. 
With the company for nine years, 
Mr. Fisher has worked on the 
sale and promotion of newspaper 
supplements and commercial roto- 
gravure printing. ¥ 4 


‘Pardon me — WFDF, 
“lint says I must guarantee 
jour future—” 


. A 
‘ 


Thess your chance to do something you’ve always wanted to do—look into a 
fire engine and see what it’s made of —the brass cannisters, the nozzles, the 
flashing lights, and all. 

You'll find some famous names on these two: FWD, Waukesha Motor, 
Hercules Motor, Elkart Brass, General Tire, Armstrong Rubber, Firestone, 
Hewitt Rubber, Quaker Rubber, Goodall Rubber, U. S. Rubber, Dietz, American 
La France Foamite, Exide, Auto-Lite, Zenith, Bosch, Homelite, Ross 
Gear & Tool, Marks Products. 

The fire may be out, but the heat’s always on those equipment-makers— 
to modernize machines, methods, materials continually. That’s why, in those plants 
you'll find 270 Business Week subscribers— plus nearly 800 pass-along readers... 
keeping Business Week at their elbows as their most reliable decision-making 
equipment. 

Wherever men are hard at work, more and still more management-men are 
relying on Business Week for their business news and interpretive guidance 
for the busy, challenging, demanding weeks ahead. 


You have many things to say to management-men and one best place to say them 
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just completed... 


now rea 


— e- ois 


unique survey 


a ee 


Now Available for the Use of National Advertisers and Agencies. 
Extremely useful, revealing, and hitherto unknown facts about 
the great and growing "youth market" that reads 
the Comics. 
Here are Young America's Own Personal Likes and Dislikes about 
Mass-selling Products in 26 Different Classifications such as... 


Soft Drinks Hair Tonics Chewing Gum 

Pet Foods Bicycles Flashlights 

Hot Cereals Cold Cereals Soaps 

Phonograph Records Tooth Pastes and Powders Rubber Footwear Etc. 
Fountain Pens Candy Bars 


Milk Drinks Shoes 


Es : 7 ts - 5 heals : < Y \ = ay. : + Stn pe ; : Ase ai He ‘y 2 + Ee oie c , Na Pa 
® is ft : . 
g : / 
s - 
a : 
eee 
ae 
a 
pe” v 
a... * 
re. 
a. 
| re 
ES 
oH 
} | " 
- ; 4 
a) 
7 | 
1 : 
= shale 
a. | re 
«Stes 
at 
*, Rp 
my. } 
ne aU i 
ae 
- - 
i >" “1 ae by . 5 S Ese > ie 7 ig 7% c hae RS rot re > 3 2 - 7 F Sa 2 bs a 
‘ * 
7 
: pak 4 ay ie he Mb ae = = Be (A A ee ee oe ie 5% oot 7 oe ae es oe x ee STS ee Lee ore 
Dah gti CS ae Tl Oa he ‘di Ae Set Be ces : SEG cuore nee oe a tek rae : SOME es Nig ts 
* ~ uw (2S eee er, ‘ 7 = eee Pre “ pty: 0 i” , ee nad _-— % : 
:: es ae ; 
F: a aa "> aan ou, ig ee 
4 Rog at 5 ‘ ye, eH se ; 4 
: 3 Pet oe. = , r 
4 B.S ge a 2 ‘i i , y i : 
? 7 5 ; se dd a te iy ; i * " * + ( 
: 0, Na ae Ne nS, i eH 1 re, ae LP a *, age Or ate ee Rtas Ses a « d 
sg ‘ EMM gs, 2 ae aa = Miaheees 8 siti. ER rie ~ ge. AGSbA 4 5 aaa ees ties no hae Pa ia as eee aa “ Plas re 
5 eee fags Tie 5 Mose ‘ oe, 
oe Cae Sat Pegs: 5 Bits 0 ES ae ee eae Cogs (om Np eee ch ga beak! kee %: Spee Sey. « 4 
Dyes. hee § : acs et ~ : ee * Sa — rm q y 
a a A © rin ns » 4 : ‘ 
pa -* 2 = , ; 5 : : Te. x ¥ js 
bes a 3 - { ; . Ni 
4 y, : * 3 A ~. re ee Wel : 
" Reals he . ‘ ‘ ee yids a 
Pyro ‘ ‘ Pee ae en 4 : . Ly i 4 
i Les oe a 2 Ff 
og a a ; Bul, ' ‘ . a ay : : 
7 ae i Beas Ss ite ee ett eamutee oa? 2 Pies: ee pioekes fs Pn = UPR eR Ah. et Ce eee as " i 
rah! . re és i+ ie Catt kode ae il Z oi, enh ee ga 4d > Seas a ie fo jae hats #) t ae 
any z Saeed ies oy ae = seer eee ea : ds Be oa eS PDS ital Ns Nae eo i : 
ee 
aa Re 
a . 
: J 
ee , ae i otar teen a “ony ae 3 sie re 
a : era x) font Ries sit 5 on! 3 eet fae ies i yer ] 
: att % : : Nex , 
, eS Begs Beaeere AeA sy. Se tee Sr ks as | ee ee pana a 
- * 3 pak be Mls A ; ; : ; a A tera " cee lll ae " = 
oer: 2 i , 
7a a Me eMC ae . eu Dard stead : 4G A any = Bier 
ee fat Dk Ue ae 8 ey ee ae Ssae eb ee ; : cite 
= na ’ g ; : » ih 
: : 1 cee gaat ag On © 5 Weenie ge Pree... a es ee fore aR Riss sae 0 Sepa OO awa ecient 
PR ANS ie OH ‘eee Bes; 2 A ChE ee tity TERS ae MORAL. h ' igh inte eee 2 pantie meee p é 
WE ; : h ' ‘ ; 7a ; ie +a i hy, : ee ty 
E i : Petes BPRS di ape here Bee. - take eaogtitie = or Fah ceean “peg Be +e mpecimiyt ct “oP nit aie te ial eee a! ne 
ae | ; ee aes ok ee a ee OR dike é Su rie 
— ee . et x EN . f Oy 
~ ae s , y : 3 Spi ime By 
a : . pen fuak ‘ be 
| EAE ne eee ee ie ee Bee Te ian) ; 
Mabe: Bes at a SS PRE aay is ES. of 
ae : e 
a } fe ; 
> 
7 } 
| 
w . 
a Jat ea ‘ i , us ae : * Se on acs si : P wees “2 ae v yo . ? . js es a " ae az : A <b Be R ~ - 
4 ina 
sie cl 
— 
eee 
ie 
ee: “= 
ais 
m 
a 
aaa 
o. oat 
15 aah 
oo ee 
a $y eS 
2 
ra "I a 9 
ae 
‘aaa 
iyo, ag 
pnt 
7 
— 
aa 
te aad 
oe, 
- 
ee 
: ‘ 2 
" =. ahs j t : ‘ y ‘ ‘ A ‘ 7 , 
; : ; * Wile a : Peale a ~ os » aa i” Ped : Dee} a ol aa J t fait 5 thet ns , ee, Seer te *, 2 ah rs mk mee 4 £ } i 3 : = pt i Maier net sie rate . ar. ~ 


The size of this survey is sufficient, 
according to the best. market research. 


practice, to give a true over-all picture. 


The geographical distribution of the 

sample was determined by the U.S. Census 
pattern. Every care has’ been taken’ to-~—~ 

make this survey useful and really 

helpful to you in planning your 

advertising to young people. 

With three out of every four of the 


30,000,000 American youngsters between the 


| 
| 
| 


ages of 8 and 20 reading comic magazines 

regularly, is there any better way to 
reach this profitable "youth market" than 
by using comic magazines that are 


so popular with them? 


call or write 
N and ask to see 


ee" BRAND PREFERENCES 
of YOUNG AMERICANS" 


FAWCE TT COMICS GROUP “tein marvel + Captain Marvel, Jr. + Captain Midnight - Don Winslow 


4,253,269 ABC Circulation, lst Six Months, 1945 
FAWCETT PUBLICATIONS, INC., 295 MADISON AVENUE, NEW YORK 17, N. Y. © WORLD'S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 


of the Navy - Funny Animals + Wow Comics + Whiz Comics - Master Comics 
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Know the "A-B-C's" of Good Radio Coverage! 


KVOO NIGHTTIME .5 COVERAGE 


SOUTH DAKOTA 


NEBRASKA 


COLORADO 


A HALF-MILLIVOLT 
AREA of more than 


8-STATES 


This comprehensive cover- 


age made possible through 
KVOO's powerful direc- 


tional signal. 


Appoint Moss & Arnold 


Moss & Arnold Company, New 
York, has been named to handle 
advertising of National Electric 
Instrument Company, Long Island, 
N. Y., maker of medical and sur- 
gical appliances, which will use 
medical journals and direct mail; 
and Lewis Chemical Company, in- 
secticide maker, and the National 
Academy of Vocal Arts, which 
will use newspapers, magazines 
and direct mail. 


Ames Forms Agency 

Don Ames, formerly with Addi- 
son Vars Company, Buffalo, has 
organized the Ames Agency, Santa 
Fe, N. .M. His wife, Mrs. Horma 
H. Ames, will handle production 
and consumer advertising. Har- 
gon Engineering Company, Santa 
Fe, maker of mechanical toys, has 
named Ames to handle its adver- 
tising. 


McCaslin Elected V.P. 

H. C. McCaslin has been elected 
vice-president and a director of 
Kaiser-Frazer Corporation, De- 
troit, in charge of engineering on 
the new Kaiser and Frazer auto- 
mobiles. 
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16 Agencies Split 
American Home's 
$13,000,000 Budget 


New York, Dec. 6.— With the 
recent appointment of N. W. Ayer 
& Son to handle a new anhydrous 
food line developed by Clarence 
Birdseye (AA, Nov. 19), Ameri- 
can Home Products Corporation 
added a 16th to its stable of ad- 
vertising agencies. 

American Home has announced 
that advertising expenditures for 
its diversified line of foods, drugs, 
cosmetics, cleansers, insecticides, 
etc., will total $13,000,000. 

Both sales and advertising are 
expected to reach new high levels 
in 1946. 

Already, the number of agen- 
cies which the company has put to 
work probably has set a record 
among all national advertisers. 


REACH THE 


To get action, an advertisement must penetrate minds. 
To get the most action, it should reach eager, interested 
minds. The greater the proportion of these live-wire minds 


in any circulation, the greater the response. 


In Popular Mechanics, quick-starting minds. . 
that are enterprising and inquisitive .. . 
whole circulation. Every reader of Popular Mechanics 
thinks and acts creatively ... he BUYS...he TRYS... 
he SELLS his friends. With this specific target —the P.M. 
Mind —it’s no wonder advertisers get fast, measurable 


results from Popular Mechanics’ big, receptive man-market. 


Aim your advertising at the P.M. Mind and have 244 
million BUYERS and BOOSTERS behind your product. 


® In 1902, H. H. Windsor, Sr. created a new type of 
publication when he founded Popular Mechanics —a magazine 
for curious, interested thinkers and doers. Today, on the same 
basic formula H. H. Windsor, Jr. publishes Popular Mechanics 
which is bought each month by over 700,000 people and has 


more than 22 million readers — readers with open P.M. Minds. 


. minds 


comprise the 


Some of them handle account: fo, 
several divisions of the comp iny, 

For American Home Foods, |n¢. 
in addition to Ayer, are Young g 
Rubicam, for Clapp’s baby foods: 
,}W. Earl Bothwell, Inc., Pittsburgh’ 
Duff’s mixes; Ruthrauff & Ryan 
G. Washington coffee and br th, 
and McCann-Erickson for Clapp’s 
on the Pacific Coast. 

Under Boyle - Midway, Inc. 
which produces a variety of pol- 
ishes, insecticides, cleansers anq 
Diamond Dyes, the company lists 
W. Earl Bothwell for 3-in-1 oil and 
plastic wood; Duane Jones Com- 
pany, for Aspertane; Al Paul Lef- 
ton Company, for Old English 
powdered cleanser; Davis & Bea- 
ven, Los Angeles, for Aspertane 
on the West Coast; J. Walter 
Thompson Company, ‘West Coast 
advertising,” and Dancer-Fitz- 
gerald-Sample, for other products 
nationally. 


Handle Cosmetic Lines 


Affiliated Products, Inc., adver- 
tises Edna Wallace Hopper and 
Louis Philippe cosmetics through 
Doherty, Clifford & Shenfield, New 
York; Neet depilatory through 
Monroe F. Dreher, Inc., New York, 
and Vita-Ray and Mystic hand 
cream through Lawrence M. Gum- 
binner Company, New York. 

Home Products International 
places Latin American advertis- 
ing through McCann-Erickson, 
New York. Whitehall Pharmacal 
Company advertises through 
Dancer - Fitzgerald - Sample and 
Ruthrauff & Ryan; Wyeth, Inc., 
through Lewis & Gilman, Piila- 
delphia, and Ayerst, McKenna & 
Harrison Ltd., through Robert W. 
Rodman Company, New York. The 
Whitehall subsidiary As in charge 
of Anacin, BiSoDol, Kolynos tooth 
paste, etc. The other two are 
ethical drug houses. 

International Vitamin Corpora- 
tion places its advertising through 
Ralph H. Jones Company, Cin- 
cinnati. 


Emmert Joins WOAI 


Mert Emmert, formerly affili- 
ated with WEAF, New York, and 
WLW, Cincinnati, has been named 
to head the farm and ranch de- 
partment of WOAI, San Antonio. 


Irving Joins Lewin 

William G. Irving, for 23 years 
on the advertising staff of the 
New York Times, has joined A. W. 
Lewin Company, New York 
agency, as head of its community 
advertising division, 
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roup Again Asks 
End of Newsprint 
Rationing Dec. 31 


Washington, Dec. 5.—The news- 
industry advisory commit- 
after a one-day meeting here, 


pape! 
tee, 


end Dec. 31, and that the govern- 
ment provide no further priority 
assistance in obtaining newsprint. 


Ray-O-Vac Company 


Expands Ad Campaign 

With its flashlight batteries 
again available, Ray-O-Vac Com- 
pany, Madison, Wis., plans to ex- 
pand its national advertising cam- 


ager of Signal Battery Company, 
wartime subsidiary, Milwaukee, 
as sales manager, and Norman D. 
Vea as director of sales promo- 
tion. W. C. Weeks, recently re- 
leased from the Navy, will again 
manage chain store sales, and 
Dave Cook, manager of manufac- 
turers’ sales, will direct contacts 
in the electronics field. 


|Hoffmeister Appointed 


Maj. Gen. B. M. Hoffmeister 
has been appointed general man- 
ager of Canadian White Pine 
Company and Macmillan Indus- 
tries, lumber and plywood produc- 
ing subsidiaries of H. R. MacMil- 
lan Export Company, Vancouver, 
B. Cc. 


17 


Buys Rayon Plant 


United States Rubber Company, 
New York, has purchased a gov- 
ernment-built rayon weaving 
plant at Scottsville, Va., for $1,- 
837,500. Capacity of the plant, 
the seventh textile mill owned by 
U. S. Rubber, is 1,900,000 pounds 
of rayon cord per month. 


told CPA Director John Small 
that it is still convinced that news- 
print rationing should end Dec. 31. 
Despite a dreary outlook for the 
immediate future, the committee 
said it felt that the voluntary 


paign, 


through Arthur 
Inc., Madison. 

The Ray-O-Vac sales organiza- 
tion will be headed jointly by 
J. C. Ryan, former general man- 


Cohen & Roizen Moves 


Cohen & Roizen, Buffalo, N. Y., 
advertising service and merchan- 
dising counsel, has moved to new 
quarters at 291 Delaware Ave. 


Towell, 


GIBBONS 


ADVERTISING 


200 BAY STREET 
WINNIPEG, 


TORONTO, MONTREAL 


KNOWS CANADA 
J.J. GIBBONS 


- TORONTO 


REGINA, 


LTD. « 


MERCHANDISING ® 


CALGARY EDMONTON, VANCOUVER 


arrangement worked out at a 
meeting of ANPA state officials in 
New York last week would take 
ublishers through the “tight” 
period. 

According to the ANPA plan, 
publishers would agree to make 
39, of their paper available to 
neighbors who might be forced to 
suspend publication for lack of 
newsprint. 


May Be Last Meeting 


The meeting, probably the last 
the committee will hold on the 
order which went into effect Jan. 
1, 1943, reaffirmed a position taken 
py the industry at a meeting Sept. 
11 and 12. 

After the earlier meeting usage 
quotas were relaxed, but subse- 
quent over-ordering and other dif- 
ficulties recently resulted in new 
restrictions holding inventories 
down to the lowest point in the 
history of the regulation. 

Decision of the committee on 
lifting of the newsprint order was 
unanimous, although one mem- 
ber was not present in the room, 
Col. J. Hale Steinman, director of 
the printing and publishing di- 
vision, said, The recommendation 
now goes to Mr. Small, who is ex- 
pected to issue a final decision 
within the next week. 

The committee also asked that 
import controls over newsprint 
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Allen Appointed 


Allen L. Wilkenson, formerly 
vice-president in charge of sales, 
has been appointed vice-president 
in charge of new merchandise and 
development for Manning, Bow- 
man & Co., Meriden, Conn., maker 
of electric appliances. 


Papers Promote Rinne 


Clarence H. Rinne has been pro- 
moted from production manager 

_ to business manager of the Her- 
ald-Journal and Herald-American, 
Syracuse, N. Y. 


Names Schuyler Hopper 
Cross Armored Transportation 
/ Company, New York, has ap- 
pointed Schuyler Hopper Com- 
pany, New York, to handle ad- 
vertising. 


BUFFALO’S GREATEST 
REGIONAL COVERAGE 


BUFFALO'S 
AMERICAN 
BROADCASTING 
COMPANY 
STATION 


9000 WATTS BY DAY 


1000 WATTS BY 
NIGHT 


BUFFALO | 
BROADCASTING 
CORPORATION 


RAND BUILDING, BUFFALO. NEW YORK 
Notional Representotive: FREE & PETERS, INC 


Gillette Switches 
Current Copy to 
Comic Strip Theme 


Boston, Dec. 5.—Gillette’s fa- 
miliar jingles, featured in maga- 
zine copy for some time, are be- 
ing replaced by comic strip copy 
as a ‘result of readership tests of 
the long-standing Puck —the 
Comic Weekly and Metropolitan 
Group cartoon copy for. thin 


Gillette blades, 
has learned. 

Its full-color comic strip adver- 
tisements in Sunday comic sup- 
plements reached a_ thorough 
readership of 60% and has aver- 
aged well above other comic strip 
ads addressed to men, the com- 
pany found. 

These ads have now been re- 
styled to black and white and 
will run in more than 50 maga- 
zines through Maxon, Inc., De- 
troit. 


ADVERTISING AGE 
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By reducing the size of the 
frames and revising the artwork 
to make it suitable for black-and- 
white reproduction, Gillette hopes 
to duplicate its readership results 
with the color campaigns. 

The revamped thin Gillette 
comic strips are now appearing 
in Field & Stream, Liberty, Look, 
Outdoor Life, Outdoors, Sports 
Afield, Triie and the Popular Pub- 
lication group of 27 fiction maga- 
zines, the 11 Thrilling group pub- 
lications and in Ace Fiction’s eight 


magazines. 

Gillette is also testing single 
panel newspaper cartoon copy jy 
four cities. Results of these tes, 
are expected soon. ; 


Joins McLaurin-Jones 


Lee Turley, formerly advertis. 
ing and sales promotion manage 
of Nekoosa-Edwards Paper Com. 
pany, Wisconsin Rapids, Wis., ha, 
resigned to become general sale 
manager of McLaurin-Jones Com. 
pany, Brookfield, Mass., paper 
manufacturer. 
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Nejelski Shifts Two; 
Moves to Own Building 


Nejelski & Co., management 
counsel, has moved into a build- 
ing of its own at 162 E. 38th St., 
New York. The five-story struc- 
ture has been remodeled to pro- 
vide for expanded executive and 
staff offices. 

Joseph M. Foldsen, formerly re- 
search director, has been named 
vice-president in charge of opera- 
tions. Dr. John R. P. French Jr., 
formerly in charge of personnel 
research for Harwood Mfg. Com- 


pany, Marion, Va., has joined the 
company to direct training pro- 
grams. 


Black Advanced 


Fred L. Black, who joined the 
company in 1943, has been ap- 
pointed director of public rela- 
tions of Nash-Kelvinator Corpora- 
tion, Detroit. Mr. Black, recently 
engaged in government contract 
and liaison work, was with Ford 
Motor Company for 23 years as 
a public relations and advertising 
executive. 


Rotert Joins Haehnle 


William H. Rotert, formerly ad- 
vertising representative of WSAI, 
Cincinnati, has joined the Walter 
Haehnle Advertising Agency, Cin- 
cinnati, where he will handle radio 
and general advertising programs. 


Munson to Head Sales 


Arthur R. Munson, with the 
sales department for the past 20 
years, has been named general 
sales manager of Lisk-Savory 
Corporation, Canandaigua, N. Y., 
formerly Lisk Mfg. Company. 


Whitehall Tackles 
‘Bread & Butter’ 
Markets in 1946 


New York, Dec. 5.—Whitehall 
Pharmacal Company, maker of 
Anacin, Kolynos, BiSoDol, Hill’s 
Freezone and Petro Syllium, will 
largely “stand pat” on its adver- 
tising program in 1946, according 
to R. Rettig, advertising manager. 

In explaining continuation of 


ACTION °« 


Wouldn’t It Be Great 


If We Could Have 


Peace on the Home Front? 


Wouldn't it have been wonderful if 
the boys and girls in the armed forces, 
finished with their strife against Ger- 
mans and Japanese, could have come 
home to a country at peace with 
itself? Wouldn't it be wonderful if 
those still to return could count upon 
a really friendly reception among 
civilians all looking in the same direc- 
tion — toward an harmonious home 
front? 


But instead of that, millions of jobs 
are unfilled, despite the fact that 
empty shelves are waiting much- 
needed replacement products of all 
kinds. It is too bad that dissension 
should be delaying the prosperity that 


bids fair to surpass anything in the 
history of our country. 


The American way has given us 75°/, 
of the automobiles in the world, 60°, 
of the telephones and a like percent- 
age of bathtubs and thousands of 
conveniences enjoyed by no other 
country. Has it gone to our heads? 


We at Chilton believe that the Ameri- 
can spirit of compromise and co- 
operation should prevail. Only under 
such conditions can we say to you with 
the assurance that the following wish 


may be fulfilled: 


“In 1946 may we have Peace and 


Prosperity on the Home Front!" 


CHILTON COMPANY, (Inc.) 


Chestnut at 56th Sts. 
Philadelphia 39, Pa. 


JOURNAL AND REVIEW OF OPTOMETRY © THE JEWELERS’ CIRCULAR-KEYSTONE «+ 
THE SPECTATOR PROPERTY INSURANCE REVIEW * 


100 East 42nd Street 
New York 17, N. Y. 


Chilton sources and influence are world-wide. Together 
with another publisher, Chilton Company (lInc.) has 
an equal interest in Business Publishers International 


Corp., publishing THE AMERICAN AUTOMOBILE 
(Overseas Edition): EL AUTOMOVIL AMERICANO: 
INGENIERIA INTERNACIONAL INDUSTRIA: INGEN- 
IERIA INTERNACIONAL CONSTRUCCION; and EL 
FARMACEUTICO., 


DISTRIBUTION AGE 


AUTOMOTIVE AND AVIATION INDUSTRIES 
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the 1945 program through 1946, 
Mr. Rettig said that the company 
is seeking “bread and butter mar- 
kets on a sound basis, not inflated 
spending.” 

Plans for several new products 
are in the offing, ADVERTISING AGE 
has learned, but these are very 
much under wraps at present. 

In 1945, the various products 
were sold for the first time under 
the Whitehall name in an inte- 
grated advertising and sales pro- 
motion program using radio most 
heavily, with newspapers, maga- 
zines, and point-of-purchase dis- 
plays supplementing the radio 
programs. 

Whitehall, a division of Ameri- 
can Home Products, is expected 
to advertise to the tune of more 
than $5,000,000 in 1946. 
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Grace Line Begins Ads 


Grace Line, New York, first 
steamship line to resume national 
advertising since the war, is an- 
nouncing a new fleet of 20 “Santa” 
vessels in 1,200-line advertise- 
ments in more than 50 news- 
Papers from coast to coast. The 
national campaign will include 
full-color advertising in 25 maga- 
zines, outdoor advertising and ex- 
tensive sales promotion. Kelly, 
Nason, Inc., New York, has the 
Grace Line account. 


eee 


ROR A Paris an New York” 


REAL“ PRENCH CUISINE 
KUNCHEON From $1.50 
DINNER From $2.00 
Famous French Candies | 
48 EAST 52d ST. *. 
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Lew Hahn Musters NRDGA 
Attack Against Bowles’ Policies 

Washington, Dec. 6.—It appears 
that the conspiracy against adver- 
tising which is supposed to brew 
here is contagious. Signs of it 
were detected, of all places, in 
the highly respectable Munsey 
building where Lew Hahn, cru- 
sader against OPA cost absorption 
policies, is marshalling the Na- 
tional Retail Dry Goods Associa- 
tion with a charge that OPA is in 
bad hands—because its chief is 
an advertising man. 

As Mr. Hahn sees it, OPA chief 
Chester Bowles wins Congres- 
sional and public support by pre- 
senting himself as their protector 
from great and powerful and 


By STANLEY E. COHEN, Washington Editor 


greedy interests. “There is where 
the real danger lies,” his call to 
battle states, “because Congress 
is bound to consider the opinions 
of the public, no matter how un- 
informed that public may be. In 
our democratic scheme of things 
there is no obligation upon the 
majority to be right. It is only 
necessary to be a majority.” 
Sincerity and skill have made 
Mr. Bowles dangerous, NRDGA 
members are told, although per- 
sonally he is a fine fellow. “As 
we all know,” Mr. Hahn writes, 
“advertising men rarely have a 
complete knowledge of what they 
are selling. They get the story 
superficially. They learn the talk- 
ing points very completely—and 
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they talk convincingly about the 
thing they are selling.” 
Bs * 


The law is far from clear, but 
many former war contractors are 
submitting advertising, pictures 
and publicity releases to the re- 
view branches of the War and 
Navy Departments, rather than 
risk infringement of “security re- 
strictions.” With “declassifying” of 
most weapons, security obligations 
evaporated too, review officers ex- 
plain. However, many firms are 
not sure whether their war prod- 
uct remains “classified.” Anyone 
in doubt can be on the safe side 
by checking with Lt. Comdr. C. H. 
Claudy, Navy Department review 
branch, or Review Branch, War 
Department bureau of public re- 
lations, 2D886 Pentagon building. 


# oe ae 


It would have been interesting 
to be at the White House last 
Friday when Sen. Burton K. 
Wheeler, chairman of the Senate 
interstate commerce committee, 
brought in Robert Young, presi- 
dent of the Chesapeake & Ohio 


In place of a crystal ball, the alert, well-informed druggist 
looks into his region’s B. R. D. G. journal for a glimpse jnto the 


rere triendly, 


BZ G 


future—news-wise and product-wise. The 


regionalized drug trade papers— with their concentrated, loyal 
readers, move established products speedier. Why? Simply be- 

cause B. R. D. G. readers believe in a trade paper that really, sincerely 
talks the language of the region it represents. Druggists have 
confidence in its neighborly spirit ...they respond to its 

warm, home-town editorial visits. This influential, 
merchandise-moving sales power can be spotlighted on 

your product ...new or old. And you don’t need a 

crystal ball to know that it means sales! 
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GROUP OFFICES: 2642 UNIVERSITY AVE 


PACIFIC DRUG REVIEW 


Each of the 5 BRDG 
books is distinctly differ- 
ent—different in make-up 
. .. in character... in 
appeal. Each reflects the 
tone of the region it repre- 
sents. Collectively, the 
BRDG is a potent pack- 
age of trade paper sales 
power that remains un- 
challenged by any other 
drug papers—national, 
state or association. 


NORTH WESTERN DRUGGIST 


THE APOTHECARY 


SOUTHERN PHARMACEUTICAL JOURNAL 


SOUTHEASTERN 
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> 
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DRUG JOURNAL 
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Railroad, presumably to discuss 
the proposal for a coast-to-coast 
Pullman service, eliminating the 
lay-over at Chicago. Something 
of a fire-eater on railroads 
Wheeler told the Senate that 
would be “intelligent self inter. 
est” for the railroads to establish 
this service, instead of driving 
traffic to the airlines. 
oK * B 
Ohio Sen. Robert Taft must 
have felt badly misunderstood 
when he read a bulletin from the 
National Association of Home 
Builders associating him with a 
“controlled economy bill” to stim- 
ulate construction of inexpensive 
homes. Just a case of trade as- 
sociation myopia... Plenty of 
government postwar estimates 
have gone astray, but on the sub- 
ject of matrimony, the boys ap- 
parently knew their stuff. As pre- 
dicted, marriage markets are 
booming. After staying ‘near or 
below 1944 levels for six months, 
marriages were up 22% in July 
over July, 1944. In October, they 
topped last year by 23.3%. 
* * * 


President Truman bubbles with 
enthusiasm about the pace of re- 
conversion, yet the lower eche- 
lons of officialdom, including gov- 
ernment’s best economists, are not 
satisfied that current employment 
and business indexes reflect the 
full effect of readjustment. There 
is a nervous feeling that wartime 
momentum is still with us. Top 
planner Bob Nathan, deputy di- 
rector of the Office of War Mobili- 
zation, apparently convinced that 
policy-makers are underestimating 
this, is reportedly planning to get 
out before the year ends. 
Heads Duane Jones Copy 

Duane Jones Company, New 
York, has promoted Robert G. 
Hughes Jr. to head the copy de- 
partment, which he joined in Oc- 


tober, following three years’ com- 
bat service with the Coast Guard. 


oT 


Million 
Barrels 
of 


Beer 


AMERICAN BREWER counts as 
its paid subscribers company 
officials and key men re- 
sponsible for the production 
of 81 Million Barrels of Beer 
in 1944—94% of the total 
produced. 


A market survey is ready for 
you with the answer to any 
question you may ask about 
this Billion Dollar Industry. 


American 
Bruwer 


Member: 
Audit Bureau of Circulations 
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Talented Jean Parks 
Shows How to 


sn fit 


USE SNOW WHITE HAIR BEAUTIFIER 


To keep your hair smooth, 
4 lustrous-looking, easy to manage! 
Lew ctear teahing bale end + emarter benkung bow yb - cam be 
peers quietly wed cent) uth Smee When Mae Brownies 


Ti wee eed delight! haw drmmeng the chee of oR grommet 
wemee eer rebere Famens permemelitne of cage lacbine ead sete 
Sethe Narre cartes beads Fa prema peeps Nike ibs 


hte ot dong nares mrerywtere Se rhawer the ser ther + 

2 hes far yee — and me bere mech mere ettrectise your 
\ ew cam bet! 

a Get Os new BEAUTY BOOKLET ot you drug store! 


1°S FREE! Sandra Powers 


Pea ee open core af ha ond ome 


Snow White | 


HAIR BEAUTIFIER 


Givi YOUR Mare STTIE AND CHARM 


PROMOTES COSMETICS—Jean Parks 
all-girl-orchestra leader, is featured in 
this advertisement for Snow White 
hair beautifier in Negro newspapers. 


Snow White, Negro 
Cosmetic, Begins 


Unique Campaign 

Lynchburg, Va., Dec. 5.—Using 
prominent Negro personalities and 
models, Snow White Products 
Company, manufacturer of one of 
the best selling brands of special- 
ized beauty aids for Negroes, is 
inaugurating a campaign in all 
Negro newspapers coupled with 
three-sheet posters and point-of- 
sale material through J. M. 
Mathes, Inc., New York. 

The Snow White campaign uses 
Sandra Powell, Negro beauty con- 
sultant, to advise consumers as to 
which cosmetic suits their per- 
sonal and physical characteristics. 


a * Best in Salud to 
Mahibiame and olistenen 


RADIO STATION WOW. 

OMAHA, NEBRASKA ~ 
JOHN J. GILLIN, JR., PRESIDENT 

JOHN BLAIR & CO., REPRESENTAT. 


Face powder shades_ include 
“peach,” for the “creamy” skin 
type; “summer tan” for the 


“honey” skin type, “topaz tan” for 
“amber” skin types, “society 
brown” for “bronze” skin types, 
and “butternut brown” for “deep 
brown” skin types. The Sandra 
Powell beauty column runs in 
200-line weekly insertions, and 
the personality ads run 1,000 lines 
on alternate weeks. 

Market studies by the Mathes 
agency have revealed that Ne- 
groes spend a larger sum per cap- 


ita on cosmetics than do whites, 
and the glamorized campaign is 
expected to capitalize on _ this 
market. 


Wrightnour Advanced 

W. F. Wrightnour, 
with the company since 1940, has 
been appointed merchandise man- 
ager of the U. S. tire division of 
United States Rubber Company, 
New York. A. G. Westlund has 
been transferred from the com- 
pany’s Chicago office to New York 
as manager of the business devel- 
opment department. 


associated | ' 
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pany, Akron, has opened his own 
office at 521 Metropolitan build- 
ing, Akron, handling public rela- 
tions for industrial accounts in 
that area. 


TECHNICIAN 


A Nationwide 

Survey of Radio and 

Electronic Technicians’ Read- 

ing Habits sent free on request. 
25 WEST BROADWAY NEW YORK 7,N. Y. 


Jones Opens Office 


Harold R. Jones, formerly in 
the public relations department of 
Goodyear Tire & Rubber Com- 


THE 


7 ELL it TO 


Where do Latin America and South America 
fit into the future textile picture? 


You’ll find many of the answers to this 
question in the October issue of COTTON — 
which will carry a full report of an extended 
trip made throughout the section South of the 
border. A COTTON staff man visited mills, 
manufacturers’ representatives and scores of 
others affiliated with the textile industry. Mill 
operation and purchasing habits were care- 
fully studied. Reprints of the article will be 
supplied free, upon request. 


This South American investigation is typical 
of the continued research among COTTON 
subscribers — to keep editorial material live, 
helpful, interesting. Questionnaires go to sub- 
stribers —to learn what is liked and what 
isn’t liked. COTTON representatives make 
constant readership surveys among mills 
throughout the nation. 


This live editorial policy has increased the 
circulation of COTTON, serving the Textile 
Industries, to the highest point in history. 
It’s the magazine you need to reach the grow- 
ing textile industry. 
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22 
Kroger Sells Meat Plant 


In line with its postwar policy 
of withdrawing from the meat 
packing business, Kroger Grocery 
& Baking Company, Cincinnati, 
has sold its processing and meat 
packing plant at Columbus, O., 
to Swift & Co., Chicago. Earlier, 
Kroger disposed of its Omaha 
packing plant to Kingan & Co., 
while a third plant, at Scottsbluff, 
Neb., will continue to supply 
Tenderay beef to Kroger’s Cin- 
cinnati stores. 


AUTHORITY 


Staff writers for American Restaurant Maga- 
zine are the industry's outstanding authorities 
... Leonore D. Freeman, quantity food stylist; 
Jessie Alice Cline, practical menu planner; 


Charles Wagner, kitchen engineer, and many 
Your advertising surrounded by such 
authority shares their prestige, gains buyers 
faster. 
service. 


others. 


Write for details of merchandising 


5 SOUTH 
WABASH 
AVENUE, 
CHICAGO 
3, ILL. 
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ANA May Choose 
Radio Head Soon 


New York, Dec. 6.—The board 
of directors of the Association of 
National Advertisers, meeting in 
New York Dec. 12, may choose 
the executive director of the new 
ANA Radio Council, the launch- 
ing of which was announced at 
the association’s annual meeting 
last month (AA, Nov. 26). 

D. B. Stetler, advertising direc- 
tor of Standard Brands, Inc., is 
chairman of the radio committee. 

The annual budget for the new 
council is expected to be about 
$50,000, including the salary of 
the executive director. Several 
candidates are now being consid- 
ered. 


Berger Advances Howes 


Charles E. Howes, with Berger 
for the past 20 years, has been 
appointed assistant manager of 
sales, steel equipment division of 
Berger Mfg. division, Republic 
Steel Corporation, Canton, O. 


Changes to Rockwell 


Pittsburgh Equitable Meter 
Company’s name has been changed 
to Rockwell Mfg. Company, with 
directors remaining the same. The 
Pittsburgh Equitable Meter Com- 
pany name will be continued as 
a subsidiary of Rockwell, mar- 
keting measuring equipment for 


water, gasoline, oil and other 
liquids, manufactured in plants 
located in Pittsburgh, Brooklyn 


and Hopewell, N. J. 


Chase Joins Reynolds 


Henry Chase, formerly assist- 
ant advertising manager of Fan- 
steel Metallurgical Corporation, 
North Chicago, has been appointed 
central division sales service rep- 
resentative of Reynolds Metals 
Company, at 400 N. Michigan 
Ave., Chicago. 


Warren New Ad Head 


Wesley Warren, who operated 
un advertising agency in Roches- 
ter, N. Y., before entering the 
Army, has been appointed adver- 
tising manager of Yawman & 
Erbe Mfg. Company, Rochester, 
maker of office filing systems. 


- » 
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FIC Outlaws Batch 
of Ad Claims for 
Pinehurst Cigarets 


Washington, Dec. 4.—Three 
years of hearings and negotia- 
tions with the manufacturers of 
leading brands of cigarets have 
failed to change FTC’s attitude 
toward their advertising, it ap- 
peared today, after the commis- 
sion closed its case against the 
maker of Pinehurst cigarets by 
outlawing every one of the claims 
that were cited when the com- 
plaint was issued in June, 1943. 

Most of the major brands were 
caught in the FTC roundup of 
cigaret advertising claims at that 
time. While a few decided to set- 
tle by stipulation, the ruling in 
the Pinehurst case, involving R. L. 
Swain Tobacco Company, Dan- 
ville, Va., is the first of the con- 


PHILADELPHIA 
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REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX 
KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


KYW 


tested cases to clear the commis. 
sion. Hearings are proceeding op 
most of the others. 


Offers List of Don’ts 


Actually, Swain made very li:tle 
fight of it, appearing at one hear. 
ing, then leaving the matter ty 
FTC, on the basis of a writien 
statement of fact. The commis. 
sion’s order adds little light on 
its thinking, merely stating seven 
specific “don’ts,” including these: 

1. Don’t say that the cigaret js 
endorsed and approved by the 
medical profession. 

2. That it saves or soothes the 
nose or throat or mouth; that it 
contains no irritating properties: 
that it will not irritate delicate 
throat tissues. 

3. That its use will not produce 
cough, wheeze, throat irritation, 
or that as a result of its use, irrj- 
tation will disappear. 

4. That it can be used in a 
room lacking fresh air without 
creating sour, stale or disagreeable 
odors. 

5: ‘That it 
fingers or teeth. 

6. That the use of “ginseng” 
removes irritating properties or 
keeps the cigaret moist and fresh 
longer. 

7. That Pinehurst’s method of 
manufacture eliminates harsh ir- 
ritants, and that Pinehursts con- 
tain no harsh irritants. 


lessens stain on 


Other Hearings Continue 


Many of these same _ cigaret 
claims are subject to very active 
discussions at hearings currently 
under way involving such brands 
as Old Gold, Philip Morris and 
Lucky Strikes. The Old Gold 
makers, for instance, are explain- 
ing some statements about nicotine 
content and such slogans as “Ever 
fresh Old Golds give you a finer, 
fresher flavor.” 

Much of the Philip Morris case 
centers on claims promising no 
throat or nose irritation, and a 
claim that when smokers changed 
to Philip Morris, irritation due to 
smoking cleared up. 


‘Toasting’ Questioned 


Luckies’ “toasting” process, and 
the claim that Luckies “are less 
acid,” that they provide protection 
from throat irritation, and similar 
slogans, are questioned. 

The Old Gold case was largely 
settled by stipulation, but was re- 
opened last spring when the com- 
mission insisted on additional as- 
surance that there would be no 
further reference to Reader’s Di- 
gest reports on cigaret nicotine 
content. 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We wouid like to show you 
samples of work that we 
ore regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of oper- 
| ation. Ad-setting, Engraving 
"and Printing ... all under 
ONE roof. Phone or write to 


THE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehall 2300 


Be ~ aa Nie ed <s “a 
ae : ae. 
we ‘ tay ee ee 3 
a 
em 
. i Pe ; 
3 eros on ae ee ae Co L 
am C 
PS 
- | b 
= ; | ee a 
; | —=a = n 
4 a ¥ ee ee 
rs 
a Qe 
: LS “fae m- eae eee 
sca - A ..* * “= - iat oak fa ae a Sie 4 4 — 
: Mae es y oy, By id, = . a .“ : Senee wy Ry Ee ‘: | x & ee sien oe oe i A 
——— oe . 4/4 ia. _ xq —— es ee ; j ‘ 
sa» —_— iz oe — eS —— ) ye 
z ee: — . i ~ o # ‘ —_ mae = , = 4 ae ks ot all ' 
Ban ‘ 4 : Sr os a , 
~- ) _ Fees = * | 
: 44 . La ay — tee 
a ‘ ' % * : . ES a Ee Be ‘ a %! SS ee te oi ae 
ey P < r ee es bg ae s is F peek ' iy “3, 
We: i : i per dey ¥ , 4 eee “ 6: \\ : 4 j ee . OE. ms 
aaa | . > aa ft ieee a EF i 
“a Ree - eo 4 a . ; £ : ‘ “RADIO WORKSHOP” eo : ioe a eee Z: eae i. ; | 
His ¥: | . i 2 os Ri if 4) “ i 3 : a % eG N Fs an ? nae ae eee s & 3 ‘ | 
mr aa i. - Mee a e oe Po oan 
a. ge A E CHERS  @e 9% % Pt | 
ee = : =_ ‘ 2 , ae } ‘ 4 Pig: oe 
Rae Oe . . 2 ; . a 4 Fre i 2 % F 
_ es. = PHILADELPHIA | i a — 
4 ri st Re - | os i ae Re a * . bei 
a - « ca oI ADELPHIAS on k july 31— | =x 1 a a. 
a — wi ' Westinghouss ‘ration KYW, Phila. | a 2 est eal .- o 
a + Be Be delphia’s NBC affiliate, fnished _ oS oS — i Po 
a Hag Y oe today another highly euccessiul ‘ ’ : . : i 
es, . = — *. + season of its popular Radio Work- \ in . i . pee » =. | 
_— ee = shop, .2 project in which Westing” , aes gm t h 
- i ee — a . house has pioneered jn the jndustry- + a j —- 
ltl _ For the third straight year, the — See Net 
Sl ~~ KYW Summer “Radio Workshop” es, :  . x ; i 
names | | ' gia. Ee will send pack to the schools another ve ” oe 
ea | steal < meee: graduating group of principals, bee ail 4 a \ 
ig K . oi ; pee sie teachers» and students who have re- — ‘. ie — sae ss | 
-_ — ~~ = aa ceived & thorough groundwork in ; ~ ofl ? ee — 
a ome he tie " the gundamentals procedures» and “4 3 - ae = Y . : | 
ae et ee : ee Bee techniques of proadcasting: ‘ io je 3 4 
aie _ —  eele we oar The uworkshoP” is g mere debe NN ea. ae = = me 
: io eatery & pent ahs ae . : . . ‘ A™ ioe ; 
i, suse: 1 3t a a pling in, 2 populariz® version 0 = ae — a @ 
ie ae ae "eee : the subject: Tt is 3 serious five- | } \ \\f Ca eee , eo a aS 
pa ae wee : week course—? AM. *, 3 P.M. | soy. ua 
a Sater = daily, Monday through Friday: . At -F yo &. ge 
a ae. the end, supervised examination® ¥ ~ ee i 
oa are held, and nollege-credits ar- ad ae a 
_ ranged for teachers taking the 4 Se RUA? EX. 
; course: This helps make them eli- ule eS a oe Gta , Ay 
aes es, gible for ,avancement in their agree ilies : ' i Ie \ 
. : — chosen work. ea ' i, i 4a © 
~~ ¢ ae ‘ ’ Tit This cooperative graining-Pro” —— — i : . PRINTING 
_ : — “s ea gram in radio gor both teachers ™ . ge A ve 
“ 4 — ie. me and students is a joint project of \ areas i a} 
. Sut ie _ _. _ the Philadelphia Board of public | } e t [Pe as 
, -\ &, = f% Ae Education and Westinghouse Sta- eee . =— 4 ig ‘4 
: ie n,7 7s ied , tion KYW. It is one of the many ue gee “ a e) 
ai i¢e eo » He | services dedicated to the public in- _- cs ae: al? ° oe 
; 55 % terest bY a station which is keenly rs: ks * ee -_.- . 
: > > , cognizant of its responsibility to aa aa a a 
~ ‘ : r the public. ae 8. Ca os Say 7 
Ss ‘ ait \ ts > Public-service® activities of this | | il rin Let p > 
' ho = : nature greatly enhance the service z ad yt & : ral - 3 
: \ ‘.wk of the station, by inspiring confi- ei —- as ails oe : 
ae \ aa > ' ; pe loyalty, in an expanding Je — ~ a A le 
She . | 2 i. een —_— a e ‘ y 1 4 ¢g * ; a4 
| . § es at ; m. pe " » ¥ 4 4 , 
ia: * , t hi 4 | i ., Fr a 
" - | 
| —__—_—_——_. # ie > 
‘ | SS % ; 
. : M7 5 
See — | Ch 3 
is ; OAN 
c : pPiees,s : * j SNC 
Bis | ZB 
: DR ee Sey ak 7=N 


ember 10, 1945 
ar the commis. 


: ; 
> proceeding op 


of Don’ts 


made very |i:t 
ng at one hy 
the matte: 
s of a writ 
The commi 
little light on 
y stating se\ 
icluding these: 
t the cigaret ; 
roved by the 


or soothes the 
mouth; that it 
ing properties: 
‘ritate delicate 


ill not produce 
roat irritation, 
of its use, irri. 
i”. 

be used in a 
0 air without 
or disagreeable 
ens stain on 
of “ginseng” 
properties or 
Oist and fresh 


st’s method of 
ates harsh ir- 
inehursts con- 
nts. 


Continue 


same cigaret 
O very active 
ings currently 
¥ such brands 
2 Morris and 
e Old Gold 
», are explain- 
about nicotine 
gans as “Ever 
e you a finer, 


p Morris case 
promising no 
ation, and a 
Ikers changed 
itation due to 


stioned 


' process, and 
‘ies “are less 
ide protection 
1, and similar 
>d. 

> was largely 
, but was re- 
hen the com- 
idditional as- 
would be no 
Reader’s Di- 
aret nicotine 


Rely on 
Service! 


1Ow you 
that we 
cing for 
} agen- 
OMPLETE 
oper- 
graving 
| under 
write to 


ORATION 


ago 11 
300 


2 


Advertising Age, December 10, 1945 


Demobilized, 
Spam Begins 
Consumer Series 


Austin, Minn., Dec. 5——Spam is 
being demobilized. 

Full-page advertisements. will 
in 14 business papers of 
alternate months, beginning this 
month, calling dealers’ attention 
to the fact that Spam is “coming 
your way .. . but fast!’ Manu- 
facturer Geo. A. Hormel & Co. 
reports that government set-aside 
orders are being lifted, and soon 
“there should be Spam a-plenty 
for all.” 

Trade copy announces that Spam 
‘ available now, and a _complete 


appeal 


nn 


Ale of Spam tins as far as the ‘eye 
can see accounts for a half page 
of the ad. 

Consumer advertising will em- 
phasize new and established uses 
of Spam and Chile. Back covers 
will be used in Family Circle, Na- 
tional Geographic Magazine, Time 
and Woman’s Day, and four-color 
pages will run in Better Homes & 
Gardens, Ladies’ Home Journai, 
Look, McCall’s, The Saturday Eve- 
ning Post and True Story. Metro- 
politan Group and Puck-—the 
Comic Weekly will carry four- 
color, third-page copy. 

When production is adequate 
Hormel will enter newspaper and 
radio. Batten, Barton, Durstine & 
Osborn, Minneapolis, handles the 
account. 


CAN INSTITUTE BOOKLET 
NOTES 40 CANNED MEATS 

New York, Dec. 6.—If the Amer- 
ican housewife picks up a new 
booklet just released by the Can 
Manufacturers Institute, she will 
learn about 40 war-developed 
canned meat products, only a few 
of which were familiar before the 
war. 


Scores of powerful locomotives like 
this one operate in Utah on four 
trunk line railroads. Through this state 
goes 70% of the nation's enormous 
east-west rail traffic. 

Approximately 20,000 Utah resi- 
dents work for the railroads. They 
receive about $50,000,000 a year in 
wages and salaries—nearly $1,000,- 
000 a week. This spendable income 
is an important factor in Utah's busi- 
ness vitality. 


Local Advertisers Know 
KDYL Brings Results 


Railroad men and their families 
look to KDYL for their favorite net- 
work shows and for local features that 
sparkle with showmanship. Local AND 
national firms know by experience that 
aaa sales messages on 

SOPULAR grat! this station bring re- 
(ne . sults. 


The book, “Meet War-Born 
Canned Meat,” has been com- 
piled as a “battle-front record of 
meat and its closest buddy, the 
steel-and-tin-can,”’ the institute 
reports. The group believes that 
“just being able to chew on some- 
thing delicious and wholesome had 
a good effect on a_ soldier’s 
temper.” 


Name Maconi Manager 


Frank Maconi, formerly assist- 
ant to the executive vice-presi- 


dent and general manager, Snow- 
Nabstedt Gear Corporation, New 
Haven, Conn., has been named 
merchandising manager of Graton 
& Knight Company, Worcester, 
Mass., maker of leather products. 


Form Chicago Agency 

Clarence M. Gotsch and George 
L. De Ville, art directors, have 
resigned from Howard H. Monk 
& Associates, Rockford, IIl., to 
form their own Chicago organi- 
zation, specializing in .planning, 
layout and art direction. 


AAA Mfg. Appoints 


AAA Mfg. Company, Philadel- 
phia Metal Works division, Wal- 
tham, Mass., has appointed Yankee 
Writing Service, Guilford, Conn.., 
to handle its advertising. 


Lloyd Gets Accounts 


Jack Lloyd, New York agency, 
has acquired the accounts of 
American Firstoline Corporation, 
Bendix Chemical Corporation, 
Services Unlimited and Interna- 
tional Radio & Television Fea- 
tures. All media will be used. 
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Ronalds Appoints Ring 
Ronalds Advertising Agency, 
Montreal, has appointed E. D. 
Ring to head its creative and mer- 
chandising department. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT" SIGN CO. 


Divisi lon 
Artkraft* M 
900 Kibby St., Lime, "Sue Uz S.A. 
The World's pry mel Manutocturer 
*Trodemorks Reg U Ros on 


auth 
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“OHE- 
“RAISED” 
BUCKWHEAT CAKES 


\ 


*KAY SAVAGE 


Food Editor 


ORTY years ago, one of the primary fixtures 
of the kitchen scene during the winter days 
was the old brown crock on the back of the 
stove, where the batter for ‘ 
cakes”? bubbled yeastily and merrily through 


‘raised buckwheat 


Come morning when that heavenly aroma 
of frying cakes, home- made sausage and strong 
black coffee rose tantalizingly up the staircase 
to the cold bedrooms on the second floor, the 
| folks rolled out in a hurry, for who could 
resist an honest-to- 


even though it was 6 A.M.? 


gosh breakfast like that, 


Some nostalgic memory bred of those days 
must have evoked the request for a 


“raised 


buckwheat pancake” 
Savage, Free Press Food 


modern cook books offered any good clues, so 


she broadcast an appeal 


Strangely enough, the recipe chosen by Mrs. 
Savage for publication, after testing many | 


recipe that came to Kay 


| 
| 


None of the 


Editor. 


to Free Press readers. 


recelv red, came from a prominent Detroit COr- 


poration official. 


Ordinarily editors are supposed to serve 
readers, but here the readers served the editor, 


and in turn served themselves. 


The incident 


is typical of the esprit de corps existing on the 
the “‘food front’? in 400,000 Free Press homes 
because of the outstandingly good job done 


by Mrs. Savage in presenting the 


of 


“how” 


better meals to this enormous family of eaters. 


The Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 
"A DYNAMIC PAPER SERVING DYNAMIC DETROIT” 


riled rs any American newspaper aia the yma 


1944.” Pulitzer Medal Award to The Detroit Free Press. 
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Jewelers’ ‘Vigilantes’ 


Draw Up Own Rules 


To the Editor: The story in 
your Nov. 26 issue reporting the 
proposed - trade - practice - con- 
ference rules governing use, with 
respect to watches and watch 
cases, of such absolute terms as 
“waterproof,”- “shockproof” and 
“non-magnetic,” is interesting and 
essentially accurate. It is, how- 
ever, inaccurate in its statement 
that the Federal Trade Commis- 
sion itself wrote the rules adopted 
at the conference held in New 
York last April. 

Actually the rules then adopted 
that will be submitted to the pub- 
lic hearing scheduled to be held 
in Washington Dec. 8, were both 
requested and drafted by the 


This department is a reader’s forum. Letters are welcome. 


presidents of the jewelry trade’s 
leading national organizations. 

The rules suggested by the 
Jewelers’ Vigilance Committee 
which later were adopted by the 
New York conference and tenta- 
tively were approved by FTC, 
were altered hardly at all. 

The Jewelers’ Vigilance Com- 
mittee has a long and distinguished 
record of accomplishment in cor- 
recting abuses that have devel- 
oped within the jewelry trade and 
industry. 

GEORGE ENGELHARD, 


Publisher, National Jeweler, 
Chicago. 
~. = @ 
Drop ‘Combat,’ 


Capitalist Urges 
To the Editor: We see by AA 


ness men do absorb ideas! 

One would think that business 
men would be the first to learn 
that “combatting” is an action 
prayed for by the revolutionaries. 
How far would a retailer get by 
shouting against his competitor? 

However, it is not good business 
to lend your facilities to your 
unscrupulous competitor so that 
he may run you out of business, 
as Roy Howard does when he pro- 
vides a platform for one of our 
most insidious Socialist propa- 
gandists, whose sole claim to at- 
tention is that she is the widow 
of the man elected to our highest 
public office. Socialist-like, she 
has used that position to further 


her own particular brand of 
ideology. 
Instead of “combatting” revo- 


Jewelers’ Vigilance Committee | that “Business Must Combat So-/|lutionary ideas, would it not be 
which is composed largely of the|cialism.” Well! Well! How busi-| better to set up a concept of 
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“Starting today, Boggs, I’m making you president 
and I’m taking over the IOWA territory”’ 


lowa is one territory without a 


reconversion 


problem! One territory in which a full sales 


potential and a fully integrated marketing 


set-up are ready for you! And 


territory in which every line of advertising 
you run can be made to do double duty: De- 
liver your product to better than 70% of the 
urban homes throughout the state, and mer- 


it’s also one 


chandise it to better than 70% of the retailers 


and wholesalers 
Des Moines Sunday Register. 


if you use The 


THE DES MOINES 
REGISTER ann [RIBUNE 


Covering Metropolitan Towa 


A STATE-WIDE URBAN MARKET RANKING 


AMONG AMERICA’S FIRST 20 CITIES 


Nationally represented by Osborn Scolaro, Meeker & Co., New York-Chicago-Detroit 


TH. 
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Capitalism that would make it 
the most desirable way of life? 
When a man owns something he 
is less vulnerable to revolutionary 
clap-trap. Stop socking the great 
middle class—the class that will 
eventually swing the balance— 
and cemonstrate that Capitalism 
dees and will work. We give the 
shiftless a great break and rather 
than sock the rich (silly notion) 
we take it from the white collar 
man. The cob of corn is just be- 
vond his nose—he never quite 
reaches it. 

If you want to come up to date 
on what is happening, get out 


Backward.” It is calling the turn 
up to this moment, and unless 
Capitalism gets a more modern 
idea of propaganda than that ex- 
pressed in the word “combatting,” 
it will continue to do so. 
J. A. WARREN, 
Morristown, N. J. 
re 


Adman-Major Praises 
Wartime Achievements. 


To the Editor: The advertising 
world has performed many fine 
deeds for the returning soldier, 
sailor and marine, has published 
many fine articles for and about 
the returning fighters. And it’s 
high time, methinks, for the G. I. 
to offer a toast to those who are 
toasting him. 

Sure—advertising pulled some 
bad ones during the war. But the 
errors made are acknowledged er- 
rors, and have been thoughtfully 
and methodically criticized in the 
trade publications. To mention 
them by example would only stir 
up unpleasantness. I think, 
though, you’ll concede we are all 
almost equally familiar with the 
ads that nauseated the weary boys 
overseas — from Greenland to 
Green Island. 

By and large, we admen in uni- 
form were mighty proud of Ameri- 
can advertising. Product ads, in- 
stitutional ads, recruiting ads, 
war bond ads, industrial ads, ra- 
tioning ads ...andon... and 
on... were in good taste and 
smartly executed. 

Across the Pacific we became 
scheming rascals just to borrow, 
beg, or pilfer a shabby month-old 
copy of Time or Newsweek or The 
New Yorker or other magazines 
with papoose-sized editions (I was 
disappointed that I never got to 
see a copy of AA’s overseas edi- 
tion). But somehow these much- 
connived-for magazines weren’t 
quite complete. They lacked, of 
course, their statesside format of 
page after page and column after 
column of good old American ad- 
vertising. And we missed seeing 
those ads more than a little. I 
blush to say we even missed the 
singing commercials that the Zero 
Hour failed to provide for us. 

So you see, when we stumbled 
across a regular-sized issue of 
any familiar magazine—though it 
be a year or more old—we studied 
its advertisements with complete 
satisfaction. The ads we studied 
were good—they smacked of sin- 
cerity and frankness — American 
advertising hadn’t let us down. 

And then with war’s end, as 
G. I. Joseph feverishly computed 
his discharge points, advertising 
came through again... and with 
a surprising and refreshing lack 
of corn extolled the vets as no 
group has ever been extolled be- 
|fore ...in every conceivable me- 
‘dium of advertising. 

Nor is that all. Advertising 
clubs across the country estab- 
lished elaborate machinery for 


your copy of Bellamy’s “Looking' 


‘| these polls and it has no way of 
differentiating between the true 


aiding the war veteran, whether | 


|}he be an advertising veteran or 
‘no. Boston’s club, for example, 
| has a marvelous vocational guid- 
|ance system. It’s a system that 
is sure to bear fruitful results in 
placing men—and gals—in good 
| postwar positions. 

| So it goes—day after day there 
|is reason after reason for veterans 
| flocking back to the fold to tell 
advertising folk who stayed be- 


hind that they’ve played their pay 
well. 
Magor Epwarp J. McGe:. 
USMCR, Dennison Mfg. (Co, 
Framingham, Mass. 
= v 


Harmful Propaganda 


To the Editor: We are very glay 
to have seen the liberal space tha; 
you devoted to Ed Bernays’ speech 
on licensing polls (AA, Nov. 19). 

Like atomic energy, the popula 
polls of today are a great medium 
for either great harm or greg 
good, depending entirely upon the 
method of conduct. There is no 
question but that a large percent. 
age of today’s polls are unsciep. 
tific. 

Furthermore, there is no ques. 
tion in my mind but that many 
polls are purposely conducted fo; 
ulterior motives, predetermined ty 
prove false conclusions. 

The public is unquestionably 
influenced through the findings o 


and the false. A dishonest poll js 
the most insidious type of harm. 
ful propaganda in the future of 
this country. 

May I suggest that you devote 
more space, from time to time, 
against the insistent practice of 
the spurious poll. 

J. EMMETT Cape, 

Sales Manager, Babcock 

Printing Press Corporation, 

New London, Conn. 
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The Two Witts 


To the Editor: Although a con- 
stant reader of ADVERTISING AGE | 
naturally missed the number that 
included a brief article concern- 
ing the new NIAA officers. 

However, the fact I missed this 
number is no indication the reader 
interest is diminishing, because 
I’ve had so many people tell me 
about your reference to the tw 
Witts that I’m anxious to receive 
a clipping of the article and would 
appreciate your sending same, at 
my expense. 

In my own defense I might add 
that the reason I missed this par- 
ticular number of ADVERTISING 
AGE was because I was away on 4 
business trip for a couple of weeks 
and it escaped the attention of 
our clipping bureau. 

A. O. Wirt, 

(The Other Half of the Team 

of Witt & Witt), Schramm, 

Inc., West Chester, Pa. 
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Add Scott’s Emulsion 


To the Editor: In the Nov. 19 
issue of your publication, you list 
Brand Names Research Founda- 
tion’s summary of well-known 
products established for 50 years 
or more. 

This company takes pride in ad- 
vising you that it was established 
in 1873, and that the well-known 
trademark of the man with his 
catch of fish on his back, has 
been known throughout the world 
for almost the same period. We 
refer to none other than Scott's 
Emulsion, which probably your 
grandfather took, if not your 
father. 

We wish to assure you that we 
consider such a listing of time- 
tested products very interestin:. 

A. A. STARIN, 

Advertising Manager, Scott | 

Bowne, Bloomfield, N. J. 
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Reprints Ad Comments 


To the Editor: May we please 
have your permission to print ‘1 
enclosed plate as a page in our 
filling station dealer magazine, 
“Selling 66’? 

We assume that the reproduc- 
tion of your masthead, along w ‘ 
the Ad-libbing comments on ‘2¢ 
Phillips oil advertisement, wov!d 
be sufficient credit for this pvr- 
pose. 


B. H. WAMSLEY, 
Phillips Petroleum Company 
Bartlesville, Okla. 
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Foy Takes Over 
JWT at Detroit; 
Will Handle Ford 


Detroit, Dec. 5—Harry Mit- 
chell, vice-president of J. Walter 
Thompson Company in charge of 
its Detroit office, has been trans- 
ferred to the agency’s Chicago 
office and will be replaced by 
ex-Col. Fred C. Foy in that posi- 
tion. 

Mr. Mitchell, who had been ac- 
count executive on the Ford 
Motor Company account since the 
agency acquired it more than two 
years ago, will return to the 
agency’s Chicago office as super- 
yisory head of a group of special 
accounts. 

Hereafter, the Detroit office will 
report directly to the company’s 
main office in New York, the an- 
nouncement of the change stated. 

Col. Foy was released from the 
Army Aug. 1 after serving as di- 
rector of the Army purchasing 
division under General Somervell. 
He has just returned from London 
where, as regional director of the 
agency, he made a survey of busi- 
ness conditions in Europe. 

Announcement of the change 
precipitated a flock of rumors 
here, and underlined recent re- 
ports of imminent changes in 
Ford advertising policy. 


Brettelle Joins Grant 


H. T. Brettelle, formerly adver- 
tising and publicity director of the 
Detroit Diesel Engine division of 
General Motors, has joined the 
Detroit staff of Grant Advertising, 
Inc., as account executive. 


Journal Names Ward 
Harley L. Ward, Chicago, has 


been appointed representative of| colonel, to 


mam \ 
on repte \ SJ 


“(e, raleigh 


GIVE-AWAY—Newspapers in all major 

markets are carrying 600 and 800-line 

ads like this one describing the Raleigh 

contest and prizes for the best answers 

to “Why we should all buy Victory 

bonds." Russel M. Seeds Co., Chicago, 
placed the copy. 


Dairy Board Elects 


Alfred M. Ghormley, Carnation 
Company, Los Angeles, has been 
named chairman of the newly-ap- 
pointed California Dairy Industry 
Board, which will spend some 
$375,000 annually in advertising, 
education and research programs. 


Appoints Gravenson 
Young Originals, Inc., New 
| York, has appointed the Graven- 


‘son Company, New York, to 
|handle advertising of its Emily 
Wilkens fashions for young 
juniors. Trade and consumer 


| publications will be used. 


‘Times’ Appoints Two 

| The Times, Hartford, Conn., has 
| advanced Richard Henderson, re- 
| cently with the Army as lieutenant 
promotion director, 


Oil & Soap, official publication of| and John R. Callahan, local dis- 


the American Oil Chemists’ So- 
ciety. Chicago. 


play department, to assistant local 
| advertising manager. 


Louisville Papers | 
and Radio Station | 
Expand Facilities | 


Louisville, Dec. 4.— More than | 
$3,000,000 will be spent on new 
buildings for the Louisville Cour- 
ier-Journal, Louisville Times, Sta- 
tion WHAS and Standard Gravure 
Corporation, Barry Bingham, pres- 
ident of the Courier Journal and | 
Louisville Times Company, has | 
announced. 

The structure, with frontage on 
Broadway and Sixth St. will 
cover about 250,000 square feet, 
all air-conditioned. It will consist 
of a six-story office building and 
a four-story building for mechan- 
ical departments, and is to be com- 
pleted by Jan. 1, 1947. 

Equipment for the newspapers 
will include 24 units of Goss 
presses with four folders, equipped 
for printing up to three colors 
with black. Standard Gravure 
Corporation has purchased two 
presses with facilities for printing 
one to four colors. Plans also pro- 
vide for frequency modulation and 
television for WHAS. 


Singleton Made Manager 


J. L. Singleton has been named | 
manager for the 60 general ma- 
chinery sales offices of Allis-Chal- 
mers Mfg. Company, Milwaukee, 
succeeding the late F. C. Angle. | 


Almond Growers Elect 


Charles Dumars and D. R. 
Bailey have been reelected presi- 
dent and general manager, re- 
spectively, of the California Al- 
mond Growers Exchange, Sacra- 
mento. 


KMPC Adds Kuney 


Jack Kuney, formerly’ with) 
WMBD, Peoria, Ill., has joined | 
the production staff of KMPC, Los | 
Angeles. 


He’s Director of the Outdoor Writers’ Assoc. of America, Presi- 
dent of the Ohio O. W. A., Outdoors Editor of the Columbus 
(Ohio) Citizen . . . has fished and hunted the length and breadth 
of the U. S. and Canada .. . and is a recognized sportsman 
authority. 

Robey joins brilliant Fishing Editor Lee Wulff and world- 
famous Photography Editor Albert Dixon Simmons as the third 
new department head to go OUTDOORS within as many months. 

Because it is edited by men like these, more and more 
advertisers are selling through OUTDOORS, the magazine of 
spending sportsmen—a MUST for your 1946 advertising program. 


ONE QUARTER MILLION ABC Guaranteed 
effective May, 1946 


OUTDOORS wecme...... 


729 BOYLSTON STREET BOSTON 16, MASS. 


THE GINNY SIMMS SHOW ORIGINATES AT KNX... 


so does Johnny Murray Talks It Over 


fim are milkmaids . . . and milkmaids. 
But you've never seen one like this be- 
fore. Five feet, five inches of shining loveli- 
ness... a blues-chasing smile . . . and a voice 
that plays havoe with your heartstrings. 
That's glamorous Ginny Simms — Borden's 
milkmaid on KNX every Friday evening. 
Che way Ginny sells a song (and Borden's 
products ) brings listeners crowding to loud- 


peakers from coast to coast. 


hat's more, the Staten Island listeners 
vay to the same sweet beat as folks on 
italina. KNX'’s top-skill brand of produc- 


‘ion guarantees that. Making the most of 


50,000 WATTS 


Columbia's Station for All Southern California 


the best in radio entertainment is second 
nature at CBS-in-Hollywood. It means local 
KNX shows like Johnny Murray Talks It 
Over get genuine network polish at single- 


station cost. 


Johnny is one of those “bests” we men- 
tioned—as all Southern California (and 
Smart & Final, Ltd., Johnny's sponsor for 
seven years) will agree. He is also radio's 
most voracious bookworm. The “early 
birds” who catch this bookworm on KNX 
weekday mornings like the unusual facts 
and fiction that come to light when Johnny 


“talks it over.” 


Ginny and Johnny lead a conga line of 
sterling KNX shows past the microphone 
every week. To find out which are available 
(and suited) to carry your sales message 
to Southern California audiences, call us or 
Radio Sales. Able KNX production experts 


will take it from there. 


Palace Hotel, San Francisco 5. ¢ Columbia Square, Los Angeles 28 
Represented by Redio Sales, the SPOT Broadcasting Division of CBS 
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Sparks Heads Y&R 
Publication Media 


Henry L. Sparks has been ap- 
pointed manager of publication 
media for Young & Rubicam, New 
York. He will work directly under 
Anthony V. B. Geoghegan, vice- 
president in charge of all media. 

Mr. Sparks has been with the 
agency for the past 15 years, and 


was a space buyer until the past 
year when he served as account 
executive on the Swan soap ac- 
count. 


Heads Gar Wood Sales 


W. H. Hammond has been ap- 
pointed vice-president in charge 
of sales of Gar Wood Industries, 
Inc., Detroit. 


Drain-Dri to Rollinson 
Drain-Dri Company, Seattle, 
will promote Drain-Dri Soap- 
Savers through Dudley Rollinson 
Company, New York. The product 
is an unbreakable plastic soap dish. 


Eclipse Names Howard 


Eclipse Sleep Products, Inc., 
Brooklyn, has placed its advertis- 
ing with E. T. Howard Company, 
New York. A magazine campaign 
is being prepared for 1946. 


KXOA Adds Two 


Station KXOA, Sacramento, 
Ca!., has appointed Robert W. 
Dumm, recently released from 
the Navy, director of broadcasts. 
Morton Sidley, formerly of KSFO, 
San Francisco, has been named 
sales manager. 


Club Elects DeGraw 


At its first dinner meeting, the 
newly formed Peterborough, Ont., 
Sales & Advertising Club elected 
as president Orley A. DeGraw, 
vice-president in charge of sales, 
Western Clock Company. 
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2 Midwest Firms 
Join to Produce 


New Refrigerators 


Chicago, Dec. 4.—The joint en- 
trance of two large midwestern 
manufacturers into the electric 
refrigeration field was announced 
today, on the eve of initial na- 
tional advertising for the new 
combination refrigerator and 
freezing unit, the Frostor. Gen- 
eral Tire & Rubber Company, 
Akron, O., and Liquid Carbonic 
Corporation, Chicago, are the 
firms involved. 

The new product will be- pro- 
duced at a new $1,000,000 plant 
now under construction at Morri- 
son, Ill. Executive offices of 
Frostor have been opened at 332 
S. Michigan Ave., under the di- 
rection of Max M. Gilman, gen- 
eral manager. 

The Frostor offers many unique 
features, according to Mr. Gil- 
man, among them seven and a 


IN THIS 


$6 BILLION MARKET 


HOMETOWN DAILY 
NEWSPAPER READERS 
BUY 7 OF ALL 
YOUR RETAIL SALES 


Only the Hometown Daily Newspaper, with 
its higher SALES average per reader, covers 
this PRIMARY market. (70% coverage.) 


iN 


—- 


In planning your 1946 advertising — consider these facts 


DAILY NEWSPAPER CIRCULATION — 1] WESTERN STATES 


RETAIL SALES 


Metropolitan Daily Newspapers 
of Six Largest Cities 
City and Retail Trading Zones........ 
BE GE co eke cdasesvsssesesccvoses 


Hometown Daily Newspapers 
City and Retail Trading Zones........ 
Pp ic | PYOUTEPEETTTT Tree 


Total, All Daily Newspaper Circulation . 


ee ET I . nck eccecdenseueeees 
Remainder 11 States................ 


RETAIL STORES 


ee SC ccrccecseeeseseues 


Remainder 11 States................ 


POPULATION 


Six Largest Cities, 1940 Census...... 


Remainder 11 States, "” <aweee 


er 


Z 
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City and retail trading zone circulation includes total circulation of 


ccnsccenecsseeees SUMED Lescvss ree 
TTEET! Creer TT eee... ee PPET EEE 


ccesccshetesscess AGE. Beocees GE 
coccessbedeecescueg BEE [vccesenaee 


5,659,612 


wererr) rire Re ee 


Jo OF 
TOTAL 


100.0 § 


. 33.5 
seeceeede--.- 3,808,988,000 |...... 66.5 


cccccceheseccecccsce BEGET ecce 
ererry (rererrr rts... ae CREeEe SO 
213,027 


cv eeccefocccecces GREG Feccces Bae 
ccccccsfoccccccs Nae rer errr? . 


$5,726,300,000 


100.0 
. 26.8 


100.0 
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daily newspapers without trading zones defined by Audit Bureau of 


Circulations. 


“All Other” circulation includes circulation outside 11 Western States 


approximating 10% of All Other total. 


Circulation distribution compiled from Standard Rate and Data, 


May, 1945. 


Retail sales and number of stores from Department of Commerce, 


1939 Census of Business. 


Six largest cities: Los Angeles, San Francisco, Oakland, Portland, 


ttle and Denver. 


13,883,265 


Write for our new booklet — 
“HOW TO SELL— 
AMERICA’S THIRD GREATEST 
SALES AREA” 


Hometown Daily Newspaper Publishers, 


100.0 


a 


625 Market Street, San Francisco 5. 


half cubic feet of space, three and 
a half of which are for the freezjp, 
compartment. Each compartmen; 
has its own cooling unit to ir sure 
proper temperature throughout th. 
box. Frostor has three kinds 9; 
cold: Normal food is kept at 49 
degrees; frozen food is kepi a; 
zero, and the ice-making machine 
located between the two othe; 
compartments, is kept at sub. 
freezing. 


Larger Cabinets Planned 


The Frostor design provides 
“cold sleeve” cooling, with chil. 
ing coils in the walls maintaining 
the air at nearly 90% moisture- 
laden, eliminating dehydration 9; 
foods and making defrosting nec. 
essary only twice a year. The 
frozen food compartment jp 
Frostor provides for approximate]; 
130 pounds of meat or more than 
80 quarts of berries and vege. 
tables. Larger cabinets will be 
made for special needs. 

Advertising of the new product, 
handled by D’Arcy Advertising 
Company, St. Louis, has _ begur 
with full-color copy in national! 
magazines, first of which is a 
spread appearing in the Dec. 8 
Saturday Evening Post. 

Mr. Gilman told ADVERTISING 
AcE that price of the units had 
not yet been established, but that 
they will be merchandised “direc: 
to dealers.” 


Appoints Keeling 

Thomas C. Keeling, formerly 
chief of the chemical section pro- 
duction division of the War De- 
partment, has been appointed 
general sales manager of the tar 
and chemical division, Koppers 
Company, Pittsburgh. 


Chestney Picks Iola 


B. A. Chestney, New York, Pro- 
Art personalized stationery, has 
appointed B. D. Iola Company, 
New York, to handle its advertis- 
ing. 


Norman Appointed 


Harold C,. Norman has _ been 
named to the board of directors, 
Hein-Werner Motor Parts Cor- 
poration, Milwaukee, and has been 
appointed vice-president and gen- 
eral manager. 


If you sell 
DENTIFRICES 


You Need WIBW 
In Kansas and parts of six 
adjoining states WIBW is the 
preferred station of 4,811,51' 
listeners. 

WIBW is preferred by dea! 
ers, too, as shown by their 
enthusiastic tie-in promotion a’ 
point of sale. 

We have a reputation fo: 


hard-hitting selling. Let us prove 
it to you by RESULTS. 


7 
WIBW 


Topeka... Kansasj 
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DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
DETROIT OFFICE: 7-218 Genero! Motors Building 


Again we look at a great post-war market, a market eagerly waiting for the wares of 
American manufacturers, a market that can be economically developed through the 
medium of a single newspaper—the Chicago Daily News. 

A recent independent survey* has revealed that the home-loving families who are 
the reader-friends of the Daily News will be very busy buyers when peace-time manu- 
facturing produces adequate supply. For the refurnishing of their living rooms, dining 
rooms and bedrooms they are planning to spend millions and millions of dollars. 

And for radios they will spend millions of dollars more. Furthermore, 95% of these 
families have made up their minds about what model they will buy. 92,715 families will 
buy combination cabinets...25,071 will buy plain cabinets...14,978 families will buy plain. 
table models ...12,047 families will buy midget table models...7,082 families will buy 
portables ...6,593 families will buy combination table models. 

The number of Chicago Daily News families who will buy radios is greater than 
all the families in Buffalo or Cincinnati or Milwaukee or Minneapolis. And can these 
Daily News families afford to buy? Unquestionably; 116,076 families out of the 167,033 
who plan to buy a radio have incomes of $3,000.00 and above. 

Whether today or tomorrow, the Chicago Daily News and its selected mass cir- 
culation takes the advertiser directly to the heart of a vast demand. And a demand 
that has the means to pay for its satisfaction. 


*Conducted exclusively among regular readers of the Chicago Daily News, representing a valid cross-section, house-to-house sampling 


CHICAGO DAILY NEWS 


FOR 69 YEARS CHICAGO'S 
HOME NEWSPAPER 


NEW YORK OFFICE: 9 Rockefeller Plozo 
SAN FRANCISCO OFFICE: Hobart Building 
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World Peaceways | 
Plans to Resume 
Campaign in 1946 


New York, Dec. 5—World 
Peaceways, publicity organization 
for the promulgation of world 
peace, plans to attempt resump- 
tion of national advertising in 
1946 “as soon as the paper short- 
age eases.” 

World Peaceways, which has 
been the occasional focus of con- 
troversial flurries, prepares news- 
paper and magazine copy for use 
in donated space. It is currently 
devoting all of its activities to 
promotion of UNRRA. 

The organization reached its ad- 
vertising peak in 1935 when it 
used more than $500,000 worth 
of donated space for copy depict- 
ing the horrors of war. With the 
advent of war, the advertising 
virtually ceased except for small 
campaigns such as the promotion 
of Louis Adamic’s This Week ar- 
ticle, “Two Way Passage,’ and 


ARCHIMEDES 
- had the si 
RIGHT 


The old Greek Philosopher 
said, “Give me a lever long 
enough and I can move the 
world.” 


County Agents 
Agricultural Teachers 
and Extension Leaders 


—are powerful levers constant- 
ly moving 6 million Farm fami- 
lies toward better farm meth- 
ods and better living. 


Make sure these “Lever” men 
know all about the merits of 
your goods. Best way to reach 
them is through Better 
Farming Methods the 
“Business Magazine” of farm- 
leaders. 


‘FARMING 
‘METHODS. 


WATT PUBLISHING CO. 
MOUNT MORRIS, ILL. 


regional advertising in connection 
with the San Francisco confer- 
ence. 

Copy for the new campaigns is 
being prepared now and will 
probably concentrate on UNRRA 
and UNO problems in the imme- 
diate future. 


Day-Brite Names Bloch 

Day - Brite Lighting, Inc., St. 
Louis, manufacturer of fluorescent 
lighting fixtures, has appointed H. 
George Bloch, St. Louis, to handle 
its advertising. 


Joins Eastman Kodak 


Thomas F. Robertson, formerly 
public relations manager of Corn- 
ing Glass Works, Corning, N. Y., 
has joined the public relations 
staff of Eastman Kodak Company, 
Rochester, N. Y. 


Milk Group Advertises 


A series of advertisements ex- 
plaining milk distribution has been 
released by the Ontario Milk Dis- 
tributors Association, Toronto, to 
run twice monthly in Ontario 
dailies over a seven-month period. 
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Brantford Joins Group 


The Sales and Advertising Club, 
Brantford, Ont., has joined the 
Canadian Advertising and Sales 
Federation, becoming the 14th 
member of the organization. 


Wallace Shifts Agencies 


R. Wallace & Sons Mfg. Com- 
pany, Wallingford, Conn., on Jan. 
1 is moving its account from 
Wesley Associates, New York, to 
Ivey & Ellington, New York, for 
Wallace sterling silver and other 
products, 


Town Toast to Arndt 


Town Toast Company, Phoenix. 
ville, Pa., baker of Town Toas 
cookies, has appointed John Fs|k- 
ner Arndt Company, Philadelp)j, 
to handle its advertising. Nationgj 
consumer publications will be 
used. 


Appoints Seidel 
American Tool & Die Works has 
appointed Seidel Advertising 
Agency, New York, to promote 
the sale of its consumer items 
through national consumer media. 


FACTORY SHOWS HOW TO MANAGE MEN AND MACHINES 
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With many titles and job responsibilities, 


but a// concerned with manufacturing a better product at 


lower cost, the plant operating group is FACTORY’S exclusive field. 

And in all divisions of industry, in all kinds of manufacturing, the plant 
operating group has a strong voice in the buying of everything used in 
the manufacturing processes, the maintenance of buildings and equip- 


ment. This has been demonstrated time and again. 
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Cosgrove Blames 
OPA for Delays 
in Radio Output 


New York, Dec. 6—OPA delay 
in approving prices on radio parts 
was blamed today for the fact that 
radio set makers are far behind 
schedule in set production, in a 
talk by R. C. Cosgrove, president, 
Radio Manufacturers Association, 
at a luncheon meeting of the 


Radio Executives Club here. 

Although set makers were well 
equipped to start production im- 
mediately after V-J Day, Mr. 
Cosgrove asserted, “we will be 
fortunate indeed if a few hun- 
dred thousand” sets, rather than 
millions as earlier expected, will 
be on the market before Christ- 
mas. 

“The set manufacturers,” he 
pointed out, “are now facing a 
problem with OPA somewhat 
similar to that experienced by 
the parts people, and are having 


| difficulty in getting prices ap- 
proved, because the component 
prices are changing almost daily 
as modifications are made in them 
by the OPA. 


Must Have Price Tops 


“Tt is almost impossible to get 
receiving sets properly priced and 
you are not going to be able to 
get radio sets because the OPA 
is pricing every single set and it 
is necessary to have a price tag 
on the set before it leaves the 
factory, containing the approved 


OPA ceiling price.” 

Mr. Cosgrove observed that it is 
extremely difficult to obtain con- 
sole cabinet radios because former 
makers of wood cabinets are de- 
voting themselves to manufacture 
of furniture. He estimates that 
some television sets will become 
available about the middle of 
1946; that regular radio sets will 
not be in “free supply” until the 
latter part of next year, and FM 
reception will “come in the larger 
sets.” The television volume and 
acceptance by the public, he 


UYING POWER 


THE MOST IMPORTANT GROUP 
IN INDUSTRIAL BUYING 


A questionnaire recently sent] by FACTORY to salesmen who are selling 


to the manufacturing industries proves it once more. Asked to name those 


officials most influential in buying, the plant, production and maintenance 


officials led by a wide margin. Asked how important this group is, here is 


what they replied: , 


said “one of the 


O 


three contacts 


that must be made 
QO te make a sale’’ 


A copy of the report on this survey of salesmen, 
entitled ‘Report to Industrial Sales Executives’, 
will be sent free on your request. The answers given 
by these hundreds of salesmen show not only the 
importance of the plant operating group in indus- 
trial selling, but the overwhelming need of sound 
advertising both now and in the post-war period. 
Since the plant operating group /s so important, 


tisers, one 


said “the 


O 


of all.’ 


after another, have proved this. 


DURING 1944 FACTORY LED ALL MONTHLY PUBLICATIONS, BOTH GENERAL AND 
INDUSTRIAL, IN VOLUME OF ADVERTISING PLACED THROUGH AGENCIES 


~“FACTORY™~ 


MANAGEMENT AND MAINTENANCE 


\VE TIME AND MATERIAL 


most important 


there is naturally one magazine that must be the: 
back‘bone of your campaign, and'thatis FACTORY. 

For FACTORY \is the only business, “publication 
devoted exclusively to the plant. operating, group. 
All across the bgard ‘in manufacturing industries, 
plant operating officials prefer FACTORY and pay 
to get it. Readership studies by FACTORY adver- 


A McGRAW-HILL PUBLICATION 


330 WEST 42ND STREET, NEW YORK 18, N. Y. 


. 30 features. 
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added, will be determined to a 
large extent by the programming 
that is available. 


Plan Plastics Show 


Plans have been completed for 
Detroit’s first postwar plastics 
show, to be held in Convention 
Hall, Jan. 7-11, 1946. Exhibitors 
will include plastics manufacturers 
and fabricators. 


Farnsworth Names Two 


George Crossland, recently a 
Navy lieutenant, and Claude 
Davies, former field representa- 
tive, have been appointed assist- 
ant managers of the Capeheart 
sales division, Farnsworth Tele- 
vision & Radio Corporation, Fort 
Wayne, Ind. 


Changes Trim Size 

Effective Jan. 1, 1946, Chemical 
& Metallurgical Engineering, Mc- 
Graw-Hill publication, New York, 
will increase its trim size to 8% 
by 1158 inches. Color bleeds will 
be accepted beginning with the 
January issue, and inserts and 
classified advertising are also be- 
ing accepted. 


LABOR RELATIONS ARE 
FRONT PAGE NEWS 


Industrial 


A “how-to” publication dealing with 
einployment, employee training, 
safety and health, industrial recrea- 
tion, wage administration, housing, 
insurance and other employee serv- 
ices. 

The December issue includes over 
These are examples — 


@ Wage Negotiation Procedures 

® Humanizing Your Plant Broad- 
casts 

® How Better - Organized Unions 
Function 

® Industry’s Part in Community 
Planning 

® Use of Safety Posters in Plants 

® Rutgers University’s Industrial 


Relations Program 
® Better 
Plant 


Housekeeping in The 


a) 


Send for Sample 
Copy and Rates 


| You can reach this important buying group 

| through the Dartnell magazine, INDUS 
TRIAL RELATIONS. With more than 
five readers for each copy going to a plant 
it offers you an audience of 35,000 condi- 
tioned prospects for your products or serv 
ices at a fraction of what it would cost to 
write even if you had the list. 
Special brochure which outlines the pub- 
lication’s field and policies will be sent to 


interested advertisers or agencies on request. 


DARTNELL CORPORATION 


Chicago 40, IMinois 


4660 Ravenswood Avenue * 


Send free sample, rate card and brochure 
outlining publishing field and policies. 
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30 
Returns to Y&R 


John Gillespie has returned to 
Young & Rubicam, Chicago, after 
serving two years in Rome with 
the Army’s psychological warfare 
branch, working with the OWI. 


Names Eggleston 


Norman R. Eggleston, formerly 
with the National Association of 
Manufacturers, New York, has 
been appointed sales manager of 


‘North Delaware Sales, Inc., Buf- 
Y. 


falo, N 


Powers Appointed 

Jushua B. Powers, Inc., has 
been named exclusive foreign 
representative for Damas Y Da- 
mitas, Argentine women’s maga- 
zine. Also naming Powers are 
Stockholms-Tidningen and Hem- 
mets Journal, magazines, and 
Svenska Dagbladet, newspaper, all 
published in Stockholm, Sweden. 


. 
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Gale Reports Reactions 
to Basic Ad Principles 


Statement by General 
Mills Starts Analysis 
of Ad Functions 


Minneapolis, Dec. 4.—The basic 
advertising principles enunciated 
by General Mills in its most re- 
cent annual report have _ de- 
veloped reactions from other ad- 
vertising men ranging from con- 
demnation to high praise, but on 
the whole on the laudatory side, 
Samuel C. Gale, vice - president 
and director of advertising of 
General Mills, told ADVERTISING 
AGE today. 

“T have been meaning to write 
ADVERTISING AGE for some time,” 
Mr. Gale said, “particularly in 
connection with your editorial of 
Aug. 6 analyzing our three adver- 
tising principles. This editorial 
was in general agreement with 
the principles but emphasized 
that advertising must be more 
than informative and helpful—it 
must be persuasive or it is not 
advertising at all. 

“On this point we are in com- 
plete agreement. The function of 
advertising is to move goods and 
services to the consumer most 
efficiently, and in consequence the 
selling effectiveness of the adver- 
tising is of prime consideration. 
However, there is increasing evi- 
dence that where a helpful and 
appreciated service is rendered, 
the selling effectiveness of adver- 
tising tends to increase. 


Seeks Helpful Advertising 
“The personalization of our 
home service department through 


Betty Crocker is an example of a 
proven. selling technique. Wheat- 
ies cartoons are another. Effec- 
tive artwork, layouts, and radio 
programs also represent such tech- 
niques. We shall continue to use 
all of these. 

“But in addition to the effec- 
tive use of such techniques, under 
the principles adopted we shall 
strive to make every advertise- 
ment of help to the potential con- 
sumer, and of benefit to an ex- 
panding economy. We believe 
this is necessary to help overcome 
the growing tendency of skepti- 
cism toward advertising. This is 
a large order, but we feel that by 
adopting such principles we can 
continue to move in the right di- 
rection.” 

Dr. Robert F. Elder, assistant to 
the president, Lever Bros. Com- 
pany, commented on the principles 
to Mr. Gale as follows: 

“Getting down to fundamentals, 
we advertise to tell people about 
the virtues of our products. If 
we are not ‘factual, informative 
and educational,’ we are not doing 
the job we ought. Of course, it 
is easier to do a factual, informa- 
tive job if we really have a su- 
perior product, so that successful 
adherence to this principle re- 
quires top-notch technical re- 
search and an understanding of 
what about your product is of in- 
terest and importance to people. 


Copy That Sells 


“As for ‘helpful service,’ you are 
as familiar as I am with the extra 
readership and ‘sell’ we get in our 
food ingredient ads when we 


945 


teach people how to cook bette; 
and more interestingly. . . When. 
ever we find a chance to do a jo 
of ‘helpful service,’ it pays ciyj. 
dends.” 

“I would like to add that the 
inference might be drawn from 
your editorial that adverti ing 
cannot be both informative ang 
helpful and at the same time per. 
suasive —that the further the 
copywriter strays from  factua) 
material, the more chance he has 
of being persuasive,” Mr. Gale 
commented. “As Dr. Elder has 
said, this is far from the truth. 
The real skill of the copywriter 
is his ability to present helpfy) 
facts persuasively, to recognize 
and express appealingly ‘what 
about the product is of interest 
and importance to people.’ 

“The old premise, on which so 
many advertisements were based, 
was ‘Give ’em a disease and then 
cure ’em of it.’ It is time that a 
more constructive basic philos- 
Oophy of advertising be substi- 
tuted. 


Mortimer Calls for Deeds 


“But Charles G. Mortimer Jr, 
vice-president in charge of adver- 
tising of General Foods Corpora- 
tion, lays it squarely on the line 
by pointing out that ‘deeds are 
more effective than words or 
theories in convincing the public 
that advertising has reformed. 
Until we have rid our own adver- 
tising of all that is destructive or 
selfish or unfair, protestations of 
intent will not ring true.’” 

Principle No. 3, Mr. Gale pointed 
out, originally read, “Our adver- 
tising shall attempt to expand 
markets rather than merely take 
business from competitors,” and 
“merely” was lost in boiling down 
the statement for the annual re- 
port. Omission of this word was 
unfortunate from the standpoint 
of the practical advertising man, 


DISTILLATION PRODUCTS, INC. 


755 RIDGE ROAD WEST, ROCHESTER 13, NEW YORK 
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tional. 


General Mills’ ‘Advertising Principles’ 


Basic advertising principles enunciated m the annual report 
if General Mills have created considerable discussion in the ad- 
vertising field, and are the subject of the interview with Sam 
Gale, General Mills’ ad head, printed on this page. 
ciples under discussion are these: 

1. Our advertising shall be factual, informative and educa- 


2. It shall render the maximum of helpful service. 
3. It shall, in so far as possible, attempt to expand markets 
rather than merely take business from competitors. 


The prin- 


Mr. Gale says, quoting the com- 
ment of Vernon Beatty, advertis- 
ing manager of Swift & Co.: “The 
devil of it is that if you follow 
principle No. 1 and principle No. 
2 you cannot help but violate 
principle No. 3! You are bound 
to grow at the expense of com- 
petitors.” 


An Important Principle 


| 

But the positiveness of the prin- | 
ciple still stands and is of prime 
importance, Mr. Gale _ believes. 
“Specifically in the field of break- 
fast cereals,” he said, “I for one}! 
have long felt that the tendency | 
of much copy to imply that all | 
cereals except the one being ad- | 
vertised were inferior or distaste- | 
ful was cumulatively bad for the 
industry as a whole. We have)! 
increasing evidence that there is | 
aefinite room to improve the aver- 
age American’ breakfast and/| 
thereby expand markets for all) 
breakfast cereals. If there had| 
been more space available in the, 
annual report, we might have 
added: Our advertising will work | 
with research to introduce new 
uses for established products and 
to help open markets for new) 
products, thus making more jobs. 

“On this principle another na- 
tional advertiser wrote me as fol- 
lows: 

“*We have lived through a lot 
of highly competitive product | 
claims, including campaigns which | 
devote themselves entirely to 
knocking other brands. Our sur-| 
veys indicate that such campaigns 
are practically without exception 
relatively ineffective and waste-| 
ful. We have found that good, | 
productive campaigns are always 
those which widen markets; and | 
that unless a campaign does oper- 
ate this way, it seldom produces, 
more than a temporary lift in| 
sales. 

“IT know that in applying your | 
three principles you don’t intend | 
to “de-glamorize” your advertis- 
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ing, as Consumers’ Union might 
prefer. The principles ought to 
help materially in keeping your 
agency copy people in the groove 
of sound and- effective advertis- 
ing.’ ” 

Stuart Peabody, director of ad- 


vertising, The Borden Company, 
wrote Mr. Gale: “There is a 
definite movement lately toward 
making formal expression to 
stockholders and to the public 
of advertising policies ... a 
mighty constructive step for you 
to take.” 


‘Needs Public Relations’ 


Mr. Gale considers it significant 
that a number of people brought 
up the point that advertising is 
in need of more public relations— 
that more effort should be di- 
rected toward letting the public 
know what advertising has ac- 
complished and what an effective 
and economical seliing tool it ac- 
tually is. Along this line, Andrew 
Duncan, director of Cereal Insti- 
tute, Inc., wrote him: 


“Advertising has been and is 
an important factor in introducing 
new products irto new markets so 
that today there are many jobs 
there weren’t years ago. It has 
been instrumental in helping to 
achieve in the United States the 
highest standard of living ever 
known to any country in the 
world. In general, the _ public 
knows little or nothing of this.” 


Lovitt Named Agency 
Sydney S. Lovitt Company, Chi- 
cago, has been appointed to handle 
the advertising of Benson & Rixon 
Company, Chicago clothier. 


Names Reaves 


Dan P. Reaves, formerly with 
Consolidated Steel Corporation, 
Orange, N. J., has joined Adver- 
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tising Incorporated, Fort Worth, 
Tex., as production manager. 


‘tock Racketeers 
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Commas Stock 


WAY OF CATCHING A CUSTOMER 


This enterprising horse car conductor of the Eighties was on the right track—though a bit 


crude. & In a much smoother, more effective way you can attract customers in your 


specific markel by advertising in the particular Haire publication that covers that 


\ 


markel exclusively, exhaustively, directly. Each of the eleven Haire publications 


specializes in one specific market only. It ropes off that market—concentrates on 


it to the exclusion of everything else—brings the particular interests and wants 


‘of the eleven 


poectiale 
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of that market into sharp focus. Result: your advertisement in any one 


publications altracts eager, willing customers. 
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OPA Asks Industry 
Members Directly 
for Policy Aid 


Fears Business and 
Trade Groups Seek 
to Wreck Program 


Washington; Dec. 5.—Worried 
by Congressional and trade asso- 
ciation pressure to upset recon- 
version pricing and bring price 
control to an end, OPA went over 
on the offensive this week, with 
Price Administrator Chester 
Bowles bidding here and in New 
York for continued Congressional 
and business support. 

OPA is worried about the activ- 
ities of the big national business 
organizations and the retail and 
real estate trade associations 
whose spokesmen are busy need- 
ling Congress to investigate OPA 
doings, and bring price control to 
an end in the immediate future. 


Appeals Directly to Business 


Weary after appearances. at 
three different Congressional in- 
vestigations in as many weeks, 
Mr. Bowles marshalled his full 
strength for a Senate small busi- 
ness committee hearing early in 
the week, then went to New York 
to appeal for business support 


over the heads of trade associa- 
tion leadership. 

Many OPA executives are con- 
vinced privately that many trade 
associations and most business men 
are willing to go along on price 
control as long as it is necessary. 
Virtually every OPA division has 
files of letters from the firms it 
works with pledging their support 
and appreciation. 


Blame Industry Cliques 


They are convinced, moreover, 
that much of the trade association 
heckling which receives so much 
sympathetic attention in Con- 
gressional quarters, does not stem 
from the membership, but is 
something stirred up by politi- 
cally potent industry cliques, and 
nervous trade association man- 
agement. 

In New York, Mr. Bowles spoke 
first before the new Council for 
American Business, then before 
the National Association of Manu- 
facturers, which is asking that 
price control énd on Feb. 15. 


‘Betting on Inflation’ 


Before the Council fér Ameri- 
can Business, the OPA chief 
warned that there are business 
men “who are betting on infla- 
tion.” “Although most business 
men are convinced of the need 
for continued controls,” he said, 
“there is a powerful minority that 
seems determined to make a kill- 
ing on uncontrolled rising prices 
and rents. 

“I am confident that this is not 
what most business men think,” 


‘CANT SELL FOLKS 
SOUR FRUIT TWICE! 


Nothing’s more certain than that local advertisers will 


soon quit a station producing sour results! 


Such being the case, what better evidence of selling 


power could we offer than this: For ten years, without 


a break, the Office Specialties Co., Fargo, has broadcast 


to the Red River Valley over WDAY — five times a 


week! 


Must be a satisfied customer, wouldn't you say? 


But 


they're only one of eighteen “locals” who have been 


with WDAY, steadily, from ten to twenty-three years! 


W DAY, inc 


eo 
NBC << 


FARGO, N. D. 


970 KILOCYCLES . . . 5000 WATTS 
FREE & PETERS, INC., NATIONAL REPRESENTATIVES 


Mr. Bowles said. “Hundreds of 
business men have urged us pri- 
vately not to be misled by the 
voice of the minority, but Ameri- 
can people can believe only what 
they hear, and they hear only the 
vocal minority.” 

Most OPA executives are as- 
suming that criticism of price 
control must be stopped now, be- 
fore a solid front of disgruntled 
trade associations can wreck the 
program when it comes up for 
renewal in Congress next spring. 
Behind the careful showing made 
before the Senate smali business 
committee this week was a feel- 
ing that the U. S. Chamber of 
Commerce is preparing to join 
NAM and others in proposing an 
end to control—a belief which 
gained substance when the Cham- 
ber subscribed to the Hartley 
resolution calling for an end to 
OPA “cost absorption’”’ policies. 


Warns of Dangerous Threat 


Possibly it was with this in 
mind that Mr. Bowles, appearing 
before the NAM, decided to go 
over the association’s leadership 


¥ 
at ae 
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and tell assembled members that 
their leaders are taking a stand 
which represents “a most danger- 
ous threat to the future health and 
success of our entire free enter- 
prise system.” 

“The dizzy inflation which could 
so readily develop in the absence 
of OPA controls on prices and 
rents would not be accepted lying 
down by the great masses of our 
people,’ Mr. Bowles said. 

“Today the entire country, with 
few exceptions, believes our capi- 
talistic free enterprise system con- 
tinues to be our best hope of 
achieving economic security and a 
steadily increasing standard of 
living. 

Can Make System Work 


“But we must face the fact that 
this deep-seated confidence and 
belief in our free enterprise sys- 
tem is largely confined to Amer- 
ica. In practically every Euro- 
pean country, capitalism has 
ceased to be even a source of con- 
troversy. In country after coun- 
try the left wingers advocate 
Communism while the right wing- 


ers advocate the socialistic s‘at, 

“IT have great faith in our abjj. 
ity to make our free enterprig 
system work,” Mr. Bowles .ajg 
“But would this system, in spit. 
of its great achievement, and jt 
deep seated roots in the tradition; 
and thinking of the country, «ur. 
vive the bitter disillusionmen; 
which would surely develop if in- 
flationary forces are allowed ; 
take hold.” 

Before the NAM, Mr. Bowle: 
said he was “face to face with a 
group whose leaders have gone op 
record during the last 18 month; 
in vigorous opposition” to what 
OPA has done, with a vigo; 
equalled only by the National Re- 
tail Dry Goods Association anq 
Association of Real Estate Boards 


Asks NAM to Reconsider 


If NAM’s advice had been take 
in 1944 and ’45, Mr. Bowles said 
the war would have cost the na- 
tion $66 billion more than it did, 
“and these figures are only a por- 
tion of what your official proposal! 
would have cost.” He urged NAM 
to reconsider its proposal that 
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price control end Feb. 15. 

' “Price control should and must 
be removed as rapidly as supply 
conditions permit,” he agreed. 
“Barring continued labor manage- 
it difficulties, production esti- 
indicate that in industry 
after industry during the next 12 
months, we will find supply and 
demand coming into balance. But 
to remove them before competi- 
tive conditions are again estab- 
lished is to invite inflationary 
chaos.” 


Adam Hat Names Pludo 


William A. Pludo, vice-presi- 
dent of Adam Hat Stores, Inc., 
New York, has been named ex- 
ecutive vice-president, succeeding 
Harold E. Lustig, resigned. Mr. 
Pludo also will direct Adam’s ad- 
vertising, merchandising and pub- 
licity departments. 


Sells Havana Car Cards 


Philbin, Wrangell & Coine, New 
York and Jacksonville, Fla., has 
been appointed exclusive national 
sales representative for car cards 
in Havana, Cuba, effective Jan. 1. 


mates 


Fair Trade ‘Took 
Bedding Business 
Out of Gutter’ 


New York, Dec. 5.—Supplying 
the unofficial keynote of the Fair 
Trade conference at the Waldorf- 
Astoria here, Larry A. Clavin, 
sales manager of the Simmons 
Company, New York, said that fair 
trading of his company’s prod- 
ucts “took the bedding business 
out of the gutter and made it an 
outstandingly important factor in 
the home furnishing field by in- 
suring the dealer a fair and honest 
profit.” 


Laws Made Clear 


One sidelight on the conference 
was provided by the relatively 
small number of questions dealing 
with ways and means of securing 
enforcement and _ prosecutions 
under fair trade laws, indicating 
that manufacturers and retail as- 
sociations have succeeded to a 
great extent in obtaining wide- 


spread clarification of the mean- 
ing and application of these laws. 

An “educated guess’ as to the 
volume of goods fair traded at 
the retail level placed the total 
at about $4 billion, based on an 
estimate of $100 per capita pur- 
chases of trademarked goods an- 
nually. 


Explains OPA Policy 


J. W. Hansen, New York re- 
gional price attorney of the OPA, 
outlined OPA policy where maxi- 
mum price regulations conflicted 
with fair trade laws and stated 
that regardless of fair trade con- 
tracts maximum prices could not 
be exceeded. Other speakers in- 
cluded John W. Anderson, presi- 
dent of the American Fair Trade 
Council, and I. W. Digges, at- 
torney. 

New officers of the council are: 
Larry A. Clavin, secretary-treas- 
urer and member of the board; 
and R. L. Whitman, vice-president 
of Nashua Mfg. Company, New 
York, member of the board. 


Hughlett Named V.P. 


John M. Hughlett, general sales 
manager of the Riverside & Dan 
River Cotton Mills, New York, 
has been named a vice-president. 


Open Record Campaign 


for Juicy Gem Oranges 


Heller Bros., Winter Garden, 
Fla., has launched in newspapers, 
radio and point-of-sale displays, 
a record merchandising and ad- 
vertising campaign for Juicy Gem 
oranges. Promotion, breaking this 
month in New Jersey, New York 
state and New England, will be 
extended “when sufficient quality 
fruit is available.’ The product 
will be featured on the Dorothy 
and Dick program over WOR, 
New York, and on radio spots. 

Hill Advertising, Inc. New 
York, is the agency. 


Neding Joins Bennett 


Emmie Neding, formerly asso- 
ciated with American Druggist, 
has been named coordinator of 
headquarters operations of A. S. 
Bennett Associates Marketing Re- 
search Service, New York. 


NEW YORK - CHICAGO - 


PHILADELPHIA 


the audience. The same thing goes for your presentation of advertising 
to a critical public. No matter what big name waves the baton in your 
scheme of promotion, printed matter is down there making the music 
that mellows men’s souls and opens their checkbooks. So versatile is 


Champion paper in its wide variety of grades, that it plays any instrument 


F rue Champucn Vapuer AND FIBRE COMPANY... HAMILTON, OHIO 


Manufacturers of adveriisers’ and publishers’ coated and uncoated papers, bristols, 
bonds, envelope papers, tablet writing and papeteries . 


MILLS AT HAMILTON, OHIO.. 


. CANTON, N. 
- CLEVELAND 


C.... HOUSTON, 
BOSTON «+ ST. 


It’s all wasted, that arm waving, head shaking and body swaying on the 


podium, unless it produces harmony in the orchestra and enjoyment in 


on the advertising stage. The line is complete, and its quality is high. To 


step up the tempo of your symphony in sales, choose Champion paper. 


2,000,000 pounds a day 
TEXAS 


LOUIS 


CINCINNATI «© ATLANTA 
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olhwy Previcts: 
“HIGH RUBBER 


WORK LEVEL, 
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AD Y9. 


Predicting high employment 
levels throughout the rubber 
industry for some time, John 
L. Collyer, president of the 
B. F. recently 
announced that Goodrich ex- 
pects to employ 30% more 
workers in 1946 than in 1940. 


Goodrich Co.., 


He referred to the trend to- 
ward a shorter work week, 
and said this factor and the 
big demand and 
other would 


mean greater employment. 


for tires 


rubber goods 


The rubber industry will 
have employment levels sub- 
stantially greater than before 
the war, and is mighty keen 
to have its veterans return to 
their old 


jobs, Collyer de- 


clared. 


He the 
goal for production of pas- 
senger car tires was 66,000,- 
000 in 1946 compared to 
50,000,000 in 1940, the last 


peacetime production year. 


reported industry’s 


This is another reason 
why Akron—a rich, free- 
market— 
list 


your 


spending 
should 


when 


top your 
planning 


postwar sales programs. 


| CLEVELAND 


Represented by 


STORY, BROOKS & FINLEY 


NEW YORK PHILADELPHIA 


LOS ANGELES 


CHICAGC 
ATLANTA 


ON | BUSY STREET 


es eee = 
a 
\ 
| 
a | —~ 
bes | 4 a 2 
i SS 
> a of i 
ie ¥ a . « Ny & a) 
\ \ Zy ii 
2 y ol A, pe ' 
| | 
| 
a 
| 
| 
a 
| 
| 
| 
Ss :, 
| 
| 
. a i: e 
ea | | 
| 2 Uhl Ses 
a 4 | 
} am } |} 
Y= i ou | | 
eo r* “Ae 
we: Cds | | 
ae —\0 ‘i al és a 
* 5 ae h Pe. | ‘ é € > 
; f , ) ; 3 i. \ | 
Sine a ‘ .) if ‘ E 
a 1 aye fc ie 
| ae a AKRON ff 
“ai JOURNAL § 
r : F z 4 a "oi : * Be | os one sn a is — 
. yp | 
7) * E a 
E = i a eee ee 
-_ 4 ™ ? es || 
x Res ; 5 = pi SSS aaa 
om * | 
% < oo 40." | 
4 | se 5s mi Ls 5, NEWSPAPERS 
, a ars . a” 
ae it District Seles Offices es eS rink, Pat gee c= 
{ ttt = S Pet: ae ae 
| 


William S. Knudsen pulls no punches on our economic pessimists. 
He sees a glittering future for America, where ‘‘men with tired eyes”’ 
see only gloom. But gearing up for peace and prosperity, he says, 
calls for individuals, as well as industries, to do some reconversion. 
Each of us must shift some mental gears. 


THE NEXT TEN YEARS 


by William S. Knudsen 


Former Director of Production in the War Department 


OTHER JANUARY FEATURES INCLUDE A FULL-LENGTH 

MYSTERY, A FULL-LENGTH NOVEL, NINE GREAT SHORT 

STORIES, EIGHT ADDITIONAL AUTHORITATIVE ARTICLES 

AND TWELVE OTHER FASCINATING FEATURES ... ON THE 
NEWSSTANDS NOW ... 25¢ 


We have all the makings of 
a prosperous America. A 


Te 
vast, pent-up demand for goods — and 


the “know-how” to supply it. But we 
must snap out of our postwar hangover, 


and snap into the right frame of mind 
to get going. Each of us must do this for 
himself — and, says Mr. Knudsen, if he 


eee See 


[Call 


TQUZME 


knows the American people, we will! 
Read this stimulating shot in the arm 
from one of America’s great production 
geniuses in the January issue of the 
American Magazine. 


Should we make 


health insurance compulsory ? 


Should we make it possible for most 
Americans to join private, voluntary medi- 
calinsurance plans? Or should we go further 
than that and put our health insurance on 
a compulsory, nation-wide basis? The 
American Magazine Poll of Experts, con- 
ducted by Arthur Kornhauser, Ph.D., of 
the Bureau of Applied Social Research, 
Columbia University, handles these “hot” 
questions in the January issue. 


_! 


Share your American Magazine, then save it 


for the Government's waste paper drive. 
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ACTION-INVITING COUPONS 


No matter how powerful your sales 
copy may be, you will lose a certain per- 
centage of replies if you don’t provide a 
coupon to insure a quick, easy method for 
answering your advertisement. 

Exhaustive tests have proved that a 
coupon will pay, with increased results, 
the cost of the extra space it occupies. 

Coupons to be effective must invite ac- 
tion. The physical appearance of the cou- 
pon is very important. To use a small, 
crowded coupon, without ample writing 
space, discourages the reader. Why spend 
good money telling your story and then 
provide a coupon too small for the reader 
to fill in his name and address? 

The coupon used by Nelson-Hall Com- 
pany, Chicago 4, Ill., book publisher and 
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ioe ‘ FREE! 100-page book... mail this now! 


i.e én bo eae Ceanenl mr oratutd and devices. 
-“gf coupon below for FREE details. No ~- ely 


dealer, is ideal. Study it. The arrow 
draws the eye to the coupon. The head- 
ing, “FREE! 100 page book—mail this 
now!”, suggests immediate action. The 
copy in the coupon is so worded and 
arranged that the prospect can check the 
subjects he is interested in without con- 
fusion, and ample space is provided for 
his name and address. 

Note that the advertiser gives his postal 
zone number to insure prompt delivery 
of the inquiry. The prospect is asked for 
his zone number to speed up the reply. 
Advertisers should not overlook the use 
of postal zone numbers in their copy. 

Coupons are worthy of intensive study. 
They bridge the gap between the emo- 
tion created by your sales message and 
receipt of the reply in your office. Make 
the coupon the “last word” in all respects. 
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You Ought toKuow . 


The largish-small agency which Earle 
Ludgin operates on two of the tower 
floors of Chicago’s LaSalle-Wacker build- 
ing is unusual in many respects, but 
certainly most unusual in being a mecca 
for devotees of mod- 
ern art. 

Although the art 
trafic through the 
Ludgin quarters is not 
so extensive that it 
becomes necessary for 
members of the staff 
and visiting clients to 
elbow their way 
through the hordes of 
people, it is neverthe- 
less true that in the 
course of any ordinary 
year this office will be visited by scores 
of artists, art lovers, collectors and lookers 
who have no visible connection with the 
advertising business or the particular 
affairs of Earle Ludgin & Co. 

The explanation is simple. Quiet, soft- 
spoken, shy Earle Ludgin has a vocation 

advertising—which he loves, and an 
avocayon—modern art—which he loves 

) whit less. He has done well enough, 
thank you, in his vocation; and his avo- 
cation has slightly embarrassed him by 
darn near making him famous. He has 
deen collecting modern art for a good 
many years, with the result that he now 
anks as one of the foremost figures in 
he field. In fact, a few years ago when 

late Mrs. Frank Logan, dowager 
empress of Chicago’s Art Institute, pub- 
ly expressed her lack of appreciation 

— art, Time quipped that mid- 

t modernist painters didn’t care; they 

{ found a new patron saint in Earle. 

Incounted works of modern art— 
tly oils and water colors but with 
iberal sprinkling of other techniques, 
luding three-dimensional experiments 
ine the walls of reception rooms, of- 

and corridors, with the latest un- 
ig arrivals spewing over into a pile 
the corner of Earle’s pleasant but un- 

‘tentious office. Although Earle shivers 

the thought of counting them, there 
ist be well over a hundred, making 

Ss advertising agency office one of the 

est and largest galleries of modern 

t in America. 

Earle Ludgin is not an 

the usual sense, however. 


Earle Ludgin 


“art collector” 
In the first 


e oe Earle Ludgin 


place, he had no intention of becoming 
an art collector. He just kept on running 
into paintings that he wanted to keep 
looking at, and since the ones he liked 
best never seemed to attract any atten- 
tion from museum curators who might 
hang them where he could see them when 
he wanted to, he had to buy them just 
so that he could keep them in sight. 

Strangely enough, these unknown ar- 
tists whose works attracted him man- 
aged to become quite well known in the 
course of time, and his collection is not 
only large, but very important and pre- 
sumably very valuable. He bought his 
first Albright, for instance, in 1935, and 
is now said to own the largest private 
collection of these painters’ work, a dis- 
tinction which seems to be of consider- 
able importance to the art world. Simi- 
larly, he has caught such artists as Gug- 
lielmi, Copeland Burg and Milton Avery 
on their way up, and many others. 

Earle’s tastes in paintings, he admits, 
are much too catholic for his pocketbook, 
but he exhibits no slightest inclination 
to stop adding to the collection, nor to 
dispose of any pieces. All he wants to 
do is look at them and enjoy them. Ob- 
viously, he gets a thrill when others 
enjoy them too, but it doesn’t bother him 
any when, as occasionally happens, a 
client or one of his own staff of 50 fails 
to show any great enthusiasm for a par- 
ticular piece. He'll tel! you with a 
chuckle, for instance, of the client who 
toured the offices one day and asked a 
young lady sitting under a particularly 
abstract modern whether she got paid 
extra for allowing “that thing” to hang 
over her desk. 

All of this, of course, has very little 
to do with Earle Ludgin as an advertising 
man, except that in a subtle way it has 
a good deal to do with it. None of the 
art in his collection has ever turned up 
in the agency’s advertising, and Earle 
has no desire that it should. Unlike most 
art-minded advertising men, his voca- 
tion and his avocation are strictly chan- 
nelized and separated. Nevertheless, his 
innate sense of form and color is evident 
in a peculiar ability to translate abstract 
ideas into visible symbols, such as the 
musical note and score layout which 
formed the background for Scott radio 
ads when the Ludgin agency handled the 
account, and the remarkable series for 


Chicago Title and Trust Company which 
has captured several prizes and which 
does an uncanny job of expressing the 
value of wills and trusts in art and de- 
sign, as well as in words. 

Earle insists that most of the credit 
for this unusual and rather rare tech- 
nique belongs to John Willmarth, part- 
ner and art director of the agency, but 
his own artistic competence undoubtedly 
plays some part. 

Aside from operating a sort of inci- 
dental art gallery, Earle’s, agency is un- 
usual in many other respects. In the 
first place, partners Vincent Bliss and 
Joseph Caro, and space buyer Ray Phelps, 
all joined the agency after various tours 
of duty with the advertising department 
of Albert Pick & Co. or one of its sub- 
sidiaries, where Earle himself got started 
in the advertising world. For another 
thing, the agency has no contact men, 
no new business department, and no spe- 
cialized creative department. 

“Every executive in this agency is sup- 
posed to be a creative man,” Earle says. 
“We never hire anybody to do contact 
work, or to get accounts. That made it 
tough for a while, but we maintained 
that if we could do the kind of a job we 
wanted to do, business would come to us. 
And it has. We’re not the biggest agency 
in the country, and never will be, but we 
do want to come as near to being the best 
as we can, and to get somewhat larger— 
not too much.” 

Another thing that makes the Ludgin 
organization unusual is that the whole 
organization will suffer a nervous break- 
down if anyone is ever able to pick up 
a Ludgin ad and say, “That’s a Ludgin 
ad; I recognize the technique.” “As we 
see it,” says Earle, “one of our main jobs 
is to give a look and a feel to a client’s 
ad that is entirely his; not Ludgin’s, but 
the client’s. You might say that we break 
our necks not to have a formula for ad- 
vertising, but rather to provide each 


client with advertising that fits that 
client’s needs and business. In the case 
of Ekco Products Company, for example, 
where three distinctive lines of merchan- 
dise are being promoted, the advertis- 
ing for each une is specifically tailored 
to suit that product. We don’t worry 
about family resemblance or uniformity. 
The ads for each line bear no resemblance 
in style or format or approach to the 
company’s other lines; they bear a re- 
semblance, we think, to the particular 
job that needs doing for each product.” 

Earle Ludgin definitely runs a “low 
pressure” advertising agency. There are 
no bright young boys rushing in and out, 
sparking ideas and suggestions. There 
seem to be no particular “last minute 
rush” jobs. The office is quiet, unhurried, 
almost sedate. The reception rooms 
(there are two of them) have plenty of 
chairs, but they aren’t usually occupied 
by callers who will warm them for an 
hour or so before any one sees them. 
If the sign on the door didn’t say “ad- 
vertising,” you might assume that you 
had wandered into a conservative invest- 
ment house or the quarters of an old- 
established firm of corporation lawyers. 

Ludgin is one of the few agency heads 
who was practically pushed into busi- 
ness. A native Chicagoan, he took a lot 
of courses at the University of Chicago 
—mostly in English and playwriting— 
without bothering to garner a degree, and 
then started out in the business world 
some 28 years ago in the advertising 
department of Albert Pick & Co., im- 
portant hotel and restaurant supply house, 
with half a dozen subsidiaries. He left 
Pick to spend two years as editor of 
American Restaurant, and re-entered ad- 
vertising as a partner in the old Paul A. 
Florian agency at Pick’s insistence, han- 
dling their account. 

He started his own more or less one- 
man agency in 1927, and has been at it 
ever since. ¢ 


the Creative ans Corner 


Tabu, The Forbidden Perfume, was a 
pretty exciting idea. 

It was many, many ads away from 
Houbigant’s gentle Quelque Fleurs and 
Nuit de Noel by Caron. 

Tabu somehow meant highly desirable 
(and it had a marvelous smell). It also 
was the starting play in advertising’s 
strangest game: a game of names for 


perfumes and cosmetics that is played 
with innuendo for the weaker-minded 
trade. 

Frenzy and Havoc and Fatal Apple are 
only ridiculous. 

But Indiscrete and Risque (smoldering 
amber musk) are something else again, 
and so is Perhaps. 

Perhaps what? 
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Caston to ‘Nation’ 


B. F. Caston, formerly with 
General Outdoor Advertising 
Company, has joined the adver- 
tising staff of The Nation, New 
York, and on Jan. 1 will succeed 
Mary Ellison as advertising man- 
ager. Miss Ellison’s plans will 
be announced early next year. 


Chase Criticizes 
Excess in Exports 


New York, Dec. 4.— America’s 
foreign trade volume must de- 
pend largely on business condi- 
tions at home and on the extent 
to which imports can be made, 
Stuart Chase, economist, asserts 
in “Tomorrow’s Trade,” published 
by the Twentieth Century Fund. 

Mr. Chase says that “full em- 
ployment is more important for 
foreign commerce than reductions 
in the tariff,” but believes that, 
generally, “the more moderate we 
can keep our tariffs the better.” 
As to the balance between im- 
ports and exports, he states. that 
nations should base their foreign 
trade policies on “what they need 
to buy from abroad and then fig- 
ure out what they must produce 
and export in order to pay for it.” 

The notion that exports can be 


used to build domestic prosperity 
he denounces as one leading 
merely to “wholesale exporting of 
unemployment from country to 
country” and to one-way trade. 
He estimates that America “will 
need $2 to $4 billion worth of such 
essential imports as paper and 
pulp, tin, zinc, etc., at 1940 prices, 
for some years after the war,” but 
is skeptical of reports that “we 
should find markets abroad for 
about $10 billion worth of Ameri- 
can goods.” 


Frigidaire Ups Glenny 

C. H. Glenny, for 15 years with 
the Frigidaire division, General 
Motors Corporation, Dayton, re- 
cently in charge of special as- 
signments in the general sales di- 
vision, has been appointed man- 
ager of the major dealers division. 
He will supervise the company’s 
activities in the department and 
furniture store and major dealer 
fields. 
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‘Charlotte Observer’ 
Plans New Building 


The Observer, Charlotte, N. C., 
has acquired the entire block on 
which the newspaper’s plant is lo- 
cated-and plans a $1,000,000 ex- 
pansion program. 

Curtis B. Johnson, president and 
publisher, said the new building 
would triple the space available 
for the paper, whose circulation 
has increased from 33,000 in 1925 
to approximately 117,000. Both 
building and mechanical facilities 
will be modernized as soon as 
materials are available. 


White Heads Electrical 


Manufaciurers Group 


R. L. White, president of Lan- 
ders, Frary & Clark, New Britain, 
Conn., has been elected president 
of the National Electrical Manu- 
facturers Association, succeeding 
A. C. Streamer, vice-president of 
Westinghouse Electric Corporation, 
Pittsburgh. 


Missioner come home... 


His forebears rode the circuits to 
bring the Word, preach the Gospel, 
marry and christen, visit the sick and 
bury the dead. Today, in a spattered 
car scurrying down a side road, you 
meet their successor on more mundane 
missions ...the County Agent. 

Asaninstitution,hedatesfrom1914; 
and in his time, the average per farm 
increase in food production feeds five 
more people. 

An employee of the Department of 
Agriculture, he earns $2,200 to $5,500 
per year. Hardest working of all the 
bureaucrats, the County Agent at his 
best is an evangelist, missioner of 
better methods, teacher, planner. 


He brings the farmer new facts, 
new techniques, species and methods; 
sells sustenance crops, soil building, 
conservation and diversification. 

He organizes farm communities for 
common benefits—business, social and 
intellectual; conducts recreational 
activities; serves as farm engineer, 
marketing counsel, liaison with the 
Federal government and the outside 
world. He usually starts with a local 
leader as exemplar for the followers. 

Averaging three days in the field to 
two in his office, in a year the County 
Agent makes over 2,000,000 calls; is 
visited in his office by 10,000,000 
people; works withsome 1,600,000 4-H 
Club members; talks to 16,000,000 


adults at farm meetings. And his job 
knows no office hours. 

In no small part, the County Agent 
isresponsiblefor the great agricultural 
revolution of the last two decades, the 
improved standard of farm living, the 
high productivity which met the extra 
demands of the War years. 

Because his job and ours are twins, 
SuccessruL Farmine has been aid 
and amplifier to the County Agent, 
always had his approval and support. 


Nowhere else in the country 
has the County Agent’s efforts been 
more effective than in SuccEssFUL 
Farmino’s thirteen Heart States, plus 
Pennsylvania and New York. In this 
selected area, the 37% of US farmers 
who get 52% of US farm income— 
have the largest investments, the most 
machinery and equipment, the highest 
yields, cash incomes and profits. 

SF’s more than a million subscribers 
include 43% of the farmers in the best 
fifteen farm states, make this farm 
magazine the major medium to a 
major part of the national market .. . 
essential to the national economy, full 
payrolls and increased sales . . . too 
important to be longer neglected by 
any national advertiser . . . Ask the 
nearest SF office for all the facts!... 
SuccessFUL Farminea, Des Moines, 
New York, Chicago, Atlanta, San 


Francisco, Los Angeles. 


FTC Winds Up 
Its Case Against 
Willys’ Jeep Ads 


Washington, Dec. 5.—FTC at. 
torney Frank Hier, summarizing 
his case against Willys-Overjang 
jeep advertising, told the commis. 
sion today that the company’s 
whole effort “was palpably to cap. 
italize on a military product which 
had caught the public imagina- 
tion.” 

In 1941 and °42, Mr. Hier said, 
Willys spent more than $800,009 
for advertising, much of it de. 
voted to the theme that the Willys 
prewar Americar was the “Jeep 
in Civvies,” and throughout the 
war the firm spent large amounts 
“to make the name jeep and 
Willys synonymous in the public 
mind.”’ 

FTC’s case against Willys cent- 
ers on the contention that the jeep 
was developed by the Army as a 
whole, in cooperation with Ford, 
Bantam and Willys—not Willys 
alone. Acting with strong support 
from Army units interested in the 
vehicle, FTC argues that no 
Willys-Overland design or mode] 
was used as a pattern for the car, 

Much of the quarrel centers 
about publicity material prepared 
and distributed by Carl Byoir 
and Associates, whicn aiiegediy 
overstates Willys’ role in develop- 
ing the vehicle. 

Hearings on the case have been 
completed, and final oral argu- 
ments will be held shortly after 
the Willys brief in reply is re- 
ceived. 


‘Christian Herald’ Boosts 
Circulation Guarantee 


Effective April, 1946, Christian 
Herald, monthly magazine pub- 
lished by the Christian Herald 
Association, New York, is raising 
its advertising rates, at the same 
time upping its circulation guar- 
antee from 275,000 to 325,000. 
New mechanical requirements go 
into effect with the February, 
1946, issue. 

Full page, of 429 lines, for gen- 
eral advertising will cost $930, 
for publishers’ advertising $735. 
Ad changes represent an average 
increase of 11% as against an 
18% circulation boost. 


Solomon Joins Ludgin 


Lewis J. Solomon, formerly 
general manager and advertising 
manager of Straus & Schram, has 
joined Earle Ludgin & Co., Chi- 
cago, as an account executive and 
member of its creative and mer- 
chandising staff. 


Keller with OAI 


Ralph Keller Jr. and not Ralph 
Keller Sr., executive vice-presi- 
dent of Zimmer-Keller, Inc., has 
joined the Detroit sales staff of 
Outdoor Advertising Incorporated. 
as was stated in the Dec. 3: issue 
of AA. 


And you reach the 
cream of the nation’s 
parents—over % mil- 
lion families with 
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VER 20,000 cheering fans turn 
cut to watch Tulsa University’s 


Orange Bowl Champions play in 
Skelly Stadium. Yes, here in the 


Skelly Stadium, University of Tulsa 


h . . . 
~ ene Magic Empire you'll find a class of people who ; 
ller, Inc., has . 
sales staff of support champions . . . they want the best the 
- Incorporated, , 


e Dec. 3: issue market has to offer and they have the money 


to gratify their desires. How easy to convert 
them into “Champions” of YOUR product if 
you TELL and SELL them on its merits through 
the pages of the Newspapers THEY READ! 
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Pearre Joins Freiburg 


W. P. Pearre, formerly with 
Ruthrauff & Ryan, Hollywood, and 
previously in charge of the Los 
Angeles office of the Caples Com- 
pany, has joined John Freiburg & 
Co., Los Angeles, as account exec- 
utive on Gallo wines. 


Richland Joins Agency 
Irwin S. Richland, formerly with 
Theodore J. Funt Company, New 
York, has joined Dorland Interna- 
tional-Pettingell & Fenton, New 
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O'Brien Joins B&B Gentlemen Prefer 
Russell O’Brien, assistant ad- je 
vertising manager since 1934 with Brands, National 


National Biscuit Company, New 
York, has joined Benton & Bowles, 
New York. He will work on the 
Procter & Gamble account. 


Survey Indicates 


New York, Dec. 6.—Three- 
fourths of American men, inter- 
viewed by Fact Finders Associ- 
ates, Inc., in 10 cities for the 
Brand Names Research Founda- 
tion, prefer to buy by brand. 

The survey, which parallels a 


Loewenberg Joins Funt 


Sydney Loewenberg, formerly 
promotion manager of New York 
Journal-American, has joined 
Theodore J. Funt Company, New 
York, as copy chief and account 


York, as an account executive. executive. 


recent study of women’s shopping 


THE RAPID ELECTROTYPE CO. EEF 


— n n 
- aie f ! 


To Meet Newspaper Deadlines... 


Produce aud Distubute 
Your Release “/he Kapid Way! 


To get things done in a big way, depend upon the 
services of an organization that does things in a 
big way as a matter of daily routine. That’s espe- 
cially important when it comes to the production 
and distribution of newspaper ad plates and mats. 


Often the slack in a production schedule is used 
up by the time the ad is ready for duplication. Yet, 
closing dates must be met. 


Rapid’s Cincinnati plant takes such assignments 
in stride. Extensive newspaper releases are accepted, 
produced and started on the way to newspapers with 
scarcely a ripple on the surface of this large, smooth- 
running organization. 


For on-time distribution of your electros or mats, 
you are invited to specify “The Rapid Way.” 


habits, involved interviews in 
New York City, Elmira, N. Y., 
Boston, St. Louis, Roanoke, Va., 
Savannah, Ga., Burlington, Vt., 
Chicago, Columbus and Dallas. 

It covered shirts, gasoline, razor 
blades, dentifrices, suspenders, 
belts, shaving cream, socks, foun- 
tain pens, felt hats and bottled 
beer. For all items the men’s 
preference for branded goods 
averaged 73.3%. The preference 
for brands ranged from 88.1% for 
branded gasoline and dentifrices 
to 36.6% for branded socks. 

Others were razor blades, 86.3; 


bottled beer, 86.2; fountain pep, 
85.3; shaving cream, 83.5; {¢, 
hats, 71.6; shirts 67.9; belts, 55) 
and suspenders, 52.1. 

The studies, said Henry E. Ay 
managing director of the founda. 
tion, “show that brand name: ar, 
increasingly used as guides to de. 
pendable characteristics and qua). 
ity of merchandise. 

“They indicate a definite desir. 
on the part of men—as well x 
women —shoppers to respond t 
the satisfactory past experience 
and the confidence, instilled }, 
properly promoted brand names’ 


Koret Show Planned 


Koret of California, San Frap. 
cisco, for its women’s clothes, be. 
gan sponsorship of a 15-minute 
transcribed series on about 16( 
stations throughout the country. 
starting the week of Feb. 3 


D) 


“stopped the show” in the live: 
of leading stage, screen and radi 
stars. Local commercials will pro. 
mote outlets handling Koret prod. 
ucts. Agency is Abbott Kimba! 
Company, New York. 


CIRCULATION NOW 
M4575 (6-30-45) 
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NEW YORK PLANT: 
Atlantic Gectro. & Stereo. Co. 


SAN FRANCISCO PLANT: 
Rapid Blectrotype Co.; Douglos 8427 


Vanderbilt 6-3286; Teletype: NY 1-1323 


_ World’s Largest Advertising Plate and Mat Makers Specializing in 
Distribution Direct to National Newspapers and Local Dealers 


| Main Plant: CINCINNATI 14, OHIO « Parkway 3577; Teletype: Cl 496 


DETROIT PLANT: 
Northern Electrotype Co. 
Madison 6780; Teletype: DE 91 


CHICAGO OFFICE: 
Rapid Electrotype Co.; Dearborn 20/6 
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upud ExecrroryrEe Co 


PHILADELPHIA PLANT: 
Rapid Electrotype Co. 
Rittenhouse 5902 
ATLANTA OFFICE: 
Rapid Electrotype Co.; Walnut 8113 


‘ 
| 


Now... more than ever, Bakeries need huge quan- 
tities of supplies and equipment for expansion and 
replacement. Sell them on the advantages of your 


product through their favorite business paper . 


THE BAKING INDUSTRY MAG 
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Raker 
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Bokers Helper Leods All in Paid Circulation Into Bokeries 


105 W. ADAMS &T 
CHICAGO 3, ILLINOIS 
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Titled “Show Stoppers,” the pro. iM 
gram dramatizes the event which § 
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that the acronautical industry 
will never again be called upon to 


1AKES participate in war; that hence- 


forth it can and will devote its genius 


No ] and its eflorts to the cause of peace; 


¢ that its planes will fly the air-routes 


of the world in the interests of 


FACH™ trade and commerce to the end that all 


; men of all nations will arrive at 
0 . mutual trust and understanding, and all 
/) D the peoples of the earth can prosper; 
can create instead of destroy, 


2/4 il and—eventuall y—win the peace for 


which this war was fought. 


of Leadership 


24 years 
meri 


(0 ABC 
OW 
5) 


§15 MADISON AVENUE, NEW FORA KR 22, Bz. F. 


= 
= 
= 
4 
_ 
= 
nd 
- 
— 


1S W. ADAMS 6ST 
AGO 3, ILLinots 
PERRET SEO Eas 


7 Me ee 
a ow 

pLu 

| 

es } 

aaa Saas... | 
jgTRY 
AZINE 
= 
a 


40 
Rex Products Appoints 


Rex Products Corporation, New | 


‘Ronson Plans Xmas Show 


Ronson Art Metal Works, New- 


York manufacturer of compacts| ark, will take the entire CBS net- 
and cigaret cases, has appointed | work for a special Christmas Day 


Dorland International - Pettingell 
& Fenton, New York, to handle a 
1946 campaign in fashion and 
business publications. Dealer ma- 
terial will also be used. 


show at 3:30 p.m., EST, for Ron- 
'son lighters, through Cecil & 
|Presbrey, New York. Burgess 
Meredith will be master of cere- 
monies. 


St. Paul Covers Half 
the 9th Largest Market! 


Nearly 800,000 population 
with more than $1!,000,000,000 effective annual 


buying income makes 
9th largest market in 


The St, Paul half is covered only by the St. Paul 
Dispatch-Pioneer Press with 148,886 combined 


city zone circulation. 


has even as much as 10°, coverage of St. Paul 


families, 


(1940 Census) 


St, Paul-Minneapolis the 
the United States. 


No other daily newspaper 


ST. PAUL DISPATCH PIONEER PRESS 


SAUNT ? 


RIDDER-JOHNS 


NEW YORK 
342 Madison Ave. 


AUL, MINNESOTA. 


, INC.—National Representatives 


CHICAGO ST. PAUL 
Wrigley Bldg. Dispatch Bidg 
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64°, of Public Wants 
Aid on Medical Care 


Sixty-four per cent of the Amer- 
ican people favor prepaid med- 
ical care plans, and 77% believe 
that efforts should be made to 
ease the financial strain of med- 
ical expenses, Dr. Claude Robin- 
son, president of Opinion Re- 
search Corporation, told the Na- 
tional Physicians Committee for 
the Extension of Medical Service 
in New York recently. 

The survey found that 45% 
chose government and 43% pri- 
vate sponsorship for such plans. 
About 87% approved government 
health insurance, 67% the gov- 
ernment plan recently sent to Con- 
gress by President Truman, and 
62% doctor-organized projects of 
this kind. 


Celanese Ups Grieveson 


Douglas Grieveson, since 1936 
in the sales department of Cela- 
nese Company, fabric sales divi- 
sion of Celanese Corporation of 
America, New York, has been 
named retail sales manager, suc- 
ceeding Marshall W. Thompson, 
retired. 
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‘Candy’s Dandy,’ 
‘46 Magazine Ads 
to Remind Public 


Chicago, Dec. 4.—An _ exten- 
sive four-color, full-page maga- 
zine advertising campaign by the 
National Confectioners’ Associa- 
tion through its Council on Candy 
has been scheduled for 1946, it 
was announced last week by Ted 
Stempfel, retiring chairman of the 
council. 

The magazine program is the 
third phase of a campaign be- 
gun by the association in 1942. 
Each ad in the new series will 
be a bleed page, printed in red, 
with a large heart-shaped cut-out 
center. A human interest picture 
will be displayed against the 
white background. The heart sil- 
houette will be used consistently. 

The council has raised and ex- 
pended nearly $1,300,000 since 
the program began, and it and the 
NCA directors have voted to 
solicit funds to carry the promo- 


tion on into midsummer, 194 
The magazine campaign is time 
to concur with “the approa: hing 
period of greater availability ,, 
candy which may come late 
1946,” Mr. Stempfel said. 
Running through the acve. 
tising will be the theme: The 
‘Crave for Candy’ is a call fy 
energy.” It will also use the 
line: ‘“Candy’s dandy . . . kee, 
it handy.” 
The program will open with jp. 
sertions in January issues of Life 
and The Saturday Evening Pos 
placed through Leo Burnett Com. 
pany, while NCA advertising jy 
medical journals will continue { 
be placed by L. G. Maison & & 


Agency Purchases Home 


Brooke, Smith, French & Dor. 
rance has purchased the forme 
Detroit residence of J. B. Book J; 
at E. Jefferson and Burns Ave. a 
new office quarters for its Detroj 
division. Remodeling operation; 
are now under way and are ex. 
pected to be completed in time 
for the agency to move in abou 


| Feb. 1. 


ONE OF A SERIES FEATURING THE MEN WHO MAKE FREE & PETERS SERVICE 


Meet 
our 


“Mr. Facts” — 


RICHARD M. ALLERTON! 


So you think that Free & Peters’ work is “just selling”, do 
you? Well, meet Mr. Richard M. Allerton, whose past ex- 
perience is listed beside his photograph, above. Now a full- 
fledged “F&P Colonel”, Dick heads up our research and 
market data activities—which means that his job is equally 
to help you find radio-advertising opportunities, and to help 
you avoid radio-advertising pit-falls. Incidentally, we'd like 
to say that Dick is a top-notch man in anybody’s language, 


and a very swell fellow as well. 


Whether for executive, research or sales work, F&P has 


Four years, Union College (B.S.) 

Twenty-two years, financial, 

marketing and industrial re- 

search, New York City 

Two years, Kesearch Consul- 
tant, War Department 

One year, Director of Radio 

, Research, Crossley, Ine. 

Free & Peters (New York Of- 

fice) since October, 1945 
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— # | noe during its entire pioneering life-time devoted a considerable 
or . . . . 
= part of its efforts to securing the best men available, in or 
= | tory, out of radio, for doing the work you entrust to us. We 
- : = have found and trained many of the top men in our indus- 
ail Se M6 try, and intend to continue that record so long as there’s 
: eek breath in our bodies! For that, we believe, is the real secret 
~S of our success, here in this pioneer group of radio-station 
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DISPLAY GUILD designs eye-wise exhibits ‘ 2) I R E k & P E T E R ‘ i N (’ 
S en a p that tell your merchandise story with pre- \ 3 * 
| — cision and impact! . WRIGHT-SON( 
E -~ . . -SONOVOX, Ine 
=) 2 b Technical skill and constant inventiveness . 4 : ° ° ¥ 
a co .. seat tak aaeleonn ame Pioneer Radio Station Representatives 


- ae " stands and dispensers that help quicken Since May, 1932 
é , a the buying impulse. Let DISPLAY GUILD 
plan with you — now. 
cHicaco: 180 N Michigan NEWYORK: 444 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 111 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bidg 
Franklin 6373 Plaza 5-4130 Cadillac 1880 Sutter 4353 Hollywood 2151 Main $667 


Designers and Fabricators of Metal, Plastic and Wood Displays for Counter, Window and Floor - Business Exhibits 
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fos \FORIDA GRAPEFRUIT 


RICH In viTamin C 


OPENS DRIVE—The Florida Citrus 

Commission began its campaign for 

fresh grapefruit with this copy in news- 

papers of 14 eastern cities. Benton 

& Bowles, New York, handles the ac- 
count. 
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Co-ops to Merge 
Publicity, Sales 


Organizations 


New York, Dec. 4.—The first 
move in a national amalgamation 
of the business with the educa- 
tional and publicity organizations 
of the consumer cooperative 
movement occurred here with the | 
merger of Eastern Cooperative | 
Wholesale and Eastern Coopera- 
tive League. 

Retail cooperatives’ business 
through Eastern Cooperative 
Wholesale will reach a 1945 total 
of $17,640,000, it was estimated 
here, 

The eastern merger will lend 
impetus to the move to merge the 
national organizations on the same 
basis. This has long been an is- 
sue in the cooperative field, since 
it is held that coordination of the 
business with the educational or- 
ganizations will result in a more 
effective and unified policy. 

At a meeting in Chicago sched- 
uled for January, unification of 
National Cooperatives, Inc., the 
business organization, and the Co- 
operative League of the U.S.A., 
the educational and publicity or- 
ganization, will be considered. 


May Advertise Nationally 


Such unification will result in 
direct financial support of educa- 
tional and promotional activities 
from the co-op’s budgets instead 
of the present seven cents per 
member dues assessment. With a 
policy and financial unification, it 
is expected that the cooperative 
movement will embark on the 
first national advertising and pub- 
licity program in its history. 

Cooperatives are expected to 
reach a retail sales figure of more 
than $1,000,000,000 in 1945, and 


an aggressive promotional pro- 
gram will increase this total ap- 
preciably, although consumer co- 
operatives are not expected to 
compete seriously with other 
forms of marketing in the im- 
mediate future. 


Turner Advanced 


R. Murray Turner, account ex- 
ecutive with Cockfield, Brown & 
Co., Toronto, has been named 
assistant manager of the agency’s 
Winnipeg office. 


Goodyear Ups Three 


Sydney R. Skelton and Carl B. 
Cooper have been appointed as- 
sistant general sales managers of 
Goodyear Tire & Rubber Com- 
pany, New ‘Toronto. Evan W. 
Hayter has been named advertis- 
ing manager. 


Maclean-Hunter Appoints 


F. E. Thomas, who joined the 
publication in 1942 as associate 
editor, has been appointed editor 
of Drug Merchandising, published 
by Maclean-Hunter Publishing 
Company, Toronto. Lt. F. Maurice 
Shore, recently discharged from 
the Army, has joined Canadian 
Grocer, also published by Maclean- 
Hunter, as managing editor in 
charge of production. 


Wilson Bros. Buys Plant 


Wilson Brothers, Chicago, man- 
ufacturer of men’s furnishings, 
has purchased Wrights Under- 
wear Company, New York. Carol 
W. Alton, grandson of one of the 
founders of Wilson Brothers, will 
become president of Wrights, 
which will be operated as an in- 
dependent unit. Solomon and W. 
D. Wright plan to retire. 
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| Orange-Crush Company. The 
Elsen Leaves Funkhouser | subsidiary handles soft drink sales 


Lee Elsen has resigned as man-| jn Canada, Mexico, the West In- 
aging director of Justin Funk-| gies) and Central and South 
houser & Associates, Baltimore.| america 
His future plans are expected to| ‘ 
be announced shortly after he re-| 
turns to New York. 


. . hed ’ 
Shepard Joins ‘Digest 
Stephen A. Shepard, formerly | 
with National Geographical Maga- | 
zine, has been named eastern ad- | 
vertising manager of International \ 
Digest, New York. ¢ 


Joins Orange-Crush 


Henry W. Doyle, formerly ac- 
count executive with Dancer-Fitz- 
gerald-Sample, New York, has 
been elected secretary, treasurer 
and advertising manager of Inter- | 
American Orange-Crush Com-| 
pany, Chicago, subsidiary of| 


solve and knots to untie. 


@ Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new type 
setting device-and it cuts costs, too, 
eliminating display type and hand 
lettering charges. Quick, simple, eco 
nomical .. . any office girl can be your 
compositor 


Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 


America’s fighting sons are sure to come 
home with a lot of puzzles—there will 
be many, many individual problems to 


One veteran may want to know whether 
or not he is eligible for the education 
continuance his government offers him 
under the G. I. Bill of Rights. What do 
you do? How do you go about it? 


The job of solving puzzles 


Another may have the problem of 
carrying himself along until he gets a 
job—he will want to know about un- 
employment benefits. Or he may want 


all veterans. 


to know just what he must do in order 
to secure a loan for the purchase of a 
home, a farm—or to help him start a 
business of his own. 


And there will be other problems. They 
will be many and varied. Some of them 
will be simple. Some of them will be 
more complex— but all needing experi- 
enced handling in order to be quickly 
and efficiently solved. 


And this is one of the services which 
The American Legion extends to 


It is a service the Legion is well 
quatified to give because of its long 
experience in expediting veterans’ affairs, 
in clarifying their problems—and it’s a 
gratuitous service, offered as freely to 
those who aren’t Legion members as to 
those who are. 


For the Legion is well aware that the 
swift conversion of our fighting men to 
working men is not only important to 
the welfare of the veterans—it is 
tremendously important to the welfare 
of all America. 


THE AMERICAN LEGION — through its 12,438 posts— 
offers the returning millions of fighting men the 
counsel and the help of its 26 years’ experience 


in expediting veterans’ affairs. 
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Joins Lewis & Gilman 


John C. Belfield, formerly De- 
troit manager of Good Housekeep- 
ing and with N. W. Ayer & Son 
for 12 years, has joined Lewis & 
Gilman as account executive. 


Gordon Named V. P. 


E. H. Gordon, formerly adver- 
tising coordinator for Olin Indus- 
tries, Inc., East Alton, IIl., has 
been named vice-president of Hyde 
Park Breweries, St. Louis. 


NO USE TURNING 
CUSTOMERS AWAY 


be doing Just, that. oy You 

fs) us a 

There's a 7 billio a 
dollar market you an e 


could encouragej COSMETICS 
simply by letting& 
these yooe e know you'd welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
dence, good will and regular patronage. 

But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reach- 
ing this great and growing market 


ot off 


Admen>x« the 
Armed Forces 


Lt. Col. Donald McDonald, Army 
Air Corps, now on inactive duty, 
has joined Ruthrauff & Ryan, 
Chicago, with 
headquarters in 
Cincinnati. He 
will be asso- 
ciated with 
John L. Magro, 
manager of the 
Cincinnati of- 
fice, on special 
assignment and 
will act as an 
account execu- 
tive. 

Before enter- 
ing the service 
in 1942, Col. McDonald was with 
Allen Heaton & McDonald, Cin- 
cinnati. 

Col. Richard H. Hobbs, released 
from the Army in October, has 
joined Irwin Vladimir & Co., ex- 
port advertising agency, as vice- 


Donald McDonald 


bac gy al 
bei a: 


4 


president and manager of the Chi- 
cago office. He was formerly in 
charge of the foreign business of 
Enoch Morgan’s Sons Company, 
New York manufacturer of Sapo- 
lio powder and toilet soap and 
Ammo washing powder, and pre- 
viously was with Tide Water As- 
sociated Oil Company, directing 
European advertising and sales 
promotion from the head European 
office in Paris. 


Kearns Rejoins Bates 


Lt. William H. Kearns, USNR, 
has returned to Ted Bates, Inc., 
New York, as vice-president and 
account : executive. 

Col. Robert W. Robb, recently 
in the Army and previously with 
the Wine Institute, has joined the 
public relations department of N. 
W. Ayer & Son and will work out 
of Hollywood. Also joining the Ayer 


public relations department is 
Richard B. Smith, former Army 
Signal Corps captain. He will 


be assigned to Bermuda as man- 
ager of the Bermuda news bureau. 

Capt. Stephen E. Gegus, before 
Army service a space representa- 
tive with Parents’ Magazine, has 
joined Friend-Sloane Advertising 
Company, New York, in an ex- 


kets. 


Few, 


Few cities in America enjoy the benefits 
of the co-operative spirit as typified in 
The Chamber of Commerce of Fort 
Wayne. For here is centered the very 
heart of business and industry in one 
of the nation’s most dependable mar- 


A daily meeting place for industrial, 
business and labor leaders.. 
plans are made for industrial develop- 
ment, business expansion and improve- 
ments in the city as a whole. 

A $335,000 three-story building— 
mortgage free—with offices fully occu- 
pied and engaged in all kinds of civic 
activities—the center of business and 
industrial enterprise. This, indeed, sets 
up Fort Wayne as a city of stability. 
indeed, are cities which can 
even approach this visible and tangible 
bit of evidence as to the dependability 
of a steady market year in and year out. 


The a home of The Chember af Cominesse wf Fort | ntiethb gathering place of 


industrial and business leaders. 


. here 


Che News-Sentinel 


Got Wayne's “Good Evening 


FORT WAYNE, tans INDIANA 


At the annual dinner meeting civic leaders 
make plans for the coming year. 


Spacious lounge offers opportunity for 
business leaders to ialk things over. 


—A City with a Co-operative Spirit 


REPRESENTATIVES: ALLEN-KLAPP CO. 
NEW YORK—CHICAGO— 
DETROIT 


rm 
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ecutive capacity. 

Capt. C. C. Pell Jr., for four 
years an Army transport com- 
mand pilot, has returned to Audio 
Devices, Inc., New York, as na- 
tional sales manager. 


Block Adds Corson 


Col. Dan M. Corson, for the past 
three years in the armed forces, 
and former national advertising 
manager of the Pittsburgh Post- 
Gazette, has been named Detroit 
manager for Paul Block & Asso- 
ciates. 

Maj. Godfrey M. Elliott, since 
1942 with the Army air forces 
working on training films, has 
been named director of visual aids 
for Young America Films, Inc., 
New York. 

Lt. Sherman E. Rogers, USNR, 
has rejoined Platt-Forbes, Inc., 
New York, as director of motion 
picture, radio 
and television 
after three 
years’ service 
with the train- 
ing films and 
motion picture 
branch of the 
a ew eek 
Rogers super- 
vised the pro- 


, director of Hutzler Advertising 
duction of naval Agency, Dayton, O. Tracy f, 
films including Geiger Jr., who served with the 
several depict- 


ing actual use Sherman Rogers 


of newly-developed secret weapons 
in air and surface actions in the 
Atlantic theater. 


Brown Joins Pearson 


Capt. James F. Brown, after five 
years in the Army Signal Corps 
in radio and public relations, has 
joined the John E. Pearson Com- | 
pany, Chicago, national radio rep- 
resentative, to handle sales and| 
promotion. 

Lt. Comdr, 
USNR, who left Eversharp, Inc., 
as assistant to the vice- president | 
in charge of sales, has returned | 
to the Chicago company. 

Elmer Rahe, after four years! 
with the Army, has. rejoined 
Globe-Wernicke Company, Nor- 
wood, O., and has been appointed 
sales manager. 


After serving 18 months as a' 


Harvey S. Olson, 


1945 


Marine, Bruce Robinson has re. 
turned to the Cincinnati offic: 
Roy S. Durstine, Inc. 


Two to General Foods 


Maj. James D. North, who serveg 
with the Army air forces, has re. 
joined General Foods Corporat on, 
New York, as assistant merchan- 
dising manager and Curt A. Abel, 
Army major with the ordnance de. 
partment, has returned to G-F a; 
associate merchandising manager. 

Maj. Ward Ingrim, recently re- 
leased from the Army Air Corps. 
has joined the Chicago sales staff 
of John Blair & Co., radio station 
representative. He was formerly 
commercial manager of KFRC. 
San Francisco. 

Harold Hall, for the past three 
years with the Chicago Quarter- 
master Depot and prior to the war 
vice-president and. sales manager 
of J. R. Short Milling Company, 
Chicago, has joined the staff of 
the American Dry Milk Institute, 
Chicago. 


of 


Two Join Hutzler 


William E. Banker, recently dis- 
|charged from the Army Signal 
Corps, has resumed his post as art 


Army air forces, has joined Hutz- 
ler as account executive. 

Reid B. Babcox, after 40 months 
with the armed forces in the Pa- 
cific, has rejoined Babcox Publica- 
tions, Akron, O., as vice-president 
in charge of sales and Edward §, 
Babcox Jr., after 41 months’ serv- 
'ice in the same sector, has as- 
| sumed his former position as as- 
| sociate editor. 

Ist Lieut. Ed J. Devney, after 


| three years’ service as Army pub- 
/lic relations officer, has returned 
to the New York office of Howard 
| H. Wilson Company, radio station 
| representative. W. S. Clark has 
| been named manager of that of- 
| fice, effective Dec. 1. 


Renamed Art Director 


Oliver Boza, three-year air force 
combat veteran, has returned to 
Harvey G. Stief, Inc., Cleveland, 


IN YOUR PLANS 


Include The " 


schedule. . . Here are some of 


interest to local readers. 


guides by local shoppers. 


CLOSER DEALER 


FOR THE NEW YEAR 


DAILY NEWSPAPERS of the 
MICHIGAN LEAGUE 


COVERING 21 LOWER PENINSULA CITIES 
AND THEIR TRADING AREAS 


lf you are an advertiser who has overlooked this rich market, 
you have a new experience coming when you release your first 


GREATER ATTENTION VALUE 


Not too many pages and every one filled with live news of 


MORE DIRECT READER RESPONSE 


Your advertisement appears among others used as buying 


He'll work with you because you are using the medium that 
he knows and believes in. ; 


Grass Roots" 


the advantages you will find— 


COOPERATION 


Represented by— 


SCHEERER & CO. 


35 East Wacker Drive, Chicago 1 
441 Lexington Ave., New York 17 
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maxer of merchandising displays, 
gs art director. 

charles H, Gardner, recently re- 
sed as a Navy lieutenant com- 
mander, has returned to Gardner 
Advertising Company, St. Louis, 
in account management work. J. S. 
sartoris, recently discharged as 
captain in the ordnance depart- 
ment, also has joined Gardner. 


Rejoins ‘U. S. News’ 


lee 


Maj. Charles R. Devine, after al- 
most five years with the armed 
mae s, has rejoined the advertising 
sales staff of United States News. 
Gerald Frisch, with the Army for 
three and a half years, has been 
appointed director of research for 
the advertising department. 


Capt. Shy Rosen, who served 
with the Quartermaster Corps, 
has rejoined Millprint, Inc., Mil- 


waukee printer and lithographer, 
as director of eastern operations. 
Other recently returned veterans 
include Don Faulkner and Lew 
Rosen, with the New York office; 
John Sevick, Chicago, and Frank 
Towle, Boston. Elmer C. Rowley 
has joined the company as a San 
Francisco sales representative. 

James W. Eben, Marine Corps 
captain recently returned to in- 
active status, has been appointed 
director of advertising and public 
relations for United Aircraft Prod- 
ucts, Inc., Dayton, O. 


Holland to Howard 


Max G, Holland, after two and 
a half years’ Army service, has 
rejoined Malcolm Howard Adver- 
tising Agency, Chicago. 

Lt. Comdr. Wentworth F. Green, 
recently released from the Navy, 
will represent Plastics World and | 
Plastics Buyer on the Pacific Coast, | 
and has opened an office at 1709) 
W. Eighth St., Los Angeles. Ist/| 
Lt. John E. Glatt, recently released 
from the Army air forces, has 
joined Cole & Mason, Chicago, 
representative of publications. 

Tom Norman, with the Seabees 
since March, 1943, has rejoined 
Tide Water Associated Oil Com- 
pany, San Francisco, as advertis- 
ing assistant in charge of outdoor 
advertising. 

Lt. Robert C. Graham, recently 
released after four and a half 
years’ service with the Navy, has 
been appointed editor of Furniture 
Warehouseman, Chicago. 


Wolpert Opens Own Office 


After three years’ Army serv- 
ce, George W. Wolpert, Milwau- | 
kee public relations counsel, has 
opened a new office at 6110 
Plankington building. 

Comdr. Joseph Laube, USNR, 
after four years’ service, has re- 
joined the Atlanta office of Beau- 
mont & Hohman in the newly- 
created post of regional vice- 
president. James Hanna continues 
as manager of that office. 

Lt. Comdr. James E. Schwenck 
Jr, has been released after three 
years’ Navy service and is re- 
turning to Schwab & Beatty, New 
York, as account executive. 

Arthur D. Talbott, recently re- 
leased from the Navy, has be- 
come an account executive in the 
New York office of Agricultural 
Advertising & Research, Inc. and 


| 
| 


SUFFICIENT TO FILL A 
CRIB 75 BY soo FEET 
AND 65 FEET HIGHER 
THAN THE EMPIRE 
STATE BUILDING | 


PRODUCED YE ARL 
ST JOSEPH. MO FARM TERRITORY 


MISSOURI'S 
3rd 
MARKET 


formerly operated his own market 
research firm in New York and 
was associated with BBDO for 
five years. 

Joseph V. Amanno, recently re- 
leased from the Army, has re- 
joined the staff of John Arthur 
McAvoy, New York publishers’ 
representative. 

Lt. Comdr. Lee Ringer, USNR, 
just returned from overseas, has 
returned ‘to his desk at Lee 
Ringer, Advertising, Los Angeles. 


Kleban Rejoins WOAI 


Monte A. Kleban, recently dis- 
charged from the Army, has been 
re-appointed production director 
of WOAI, San Antonio. 

Lt. Comdr. Frank S. Rook, re- 
leased from active Navy duty, has 
returned as sales representative in 
the national advertising depart- 
ment of the Journal and Evening 
Bulletin, Providence, R. I. Lt. Col, 
James A. Doherty, released from 
the Army, has returned to his 
post as classified advertising man- 
ager. 


Col. Frank L. Scott, recently re- 
turned from the Army air forces, 
has joined Ketchum, Inc., Pitts- 
burgh, as vice-president in charge 
of public relations service. 

Henri Beauchamp, after five 
years’ service with the French 
forces and U. S. Army Intelli- 
gence Corps, has returned to Ped- 
lar & Ryan, New York, in his 
former capacity, handling Cana- 
dian advertising of the agency’s 
accounts. 

John C. Fairchild, after five 
years’ Army service, has 
appointed advertising manager of 
Ajax Electric Company, Philadel- 
phia. 

Raymond G. Ellis, recently re- 
leased from the Coast Guard, has 
joined the production department 
of Geare-Marston, Inc., Philadel- 
phia. 

Kenneth MacGillivray, retired 
from the RCAF, George Sinclair, 
RCAF, and Harry Howard, with 
the Canadian Army, have rejoined 
MacLaren Advertising Company, 
Toronto. 

Robert P. Allen, DFC, has joined 


been | 


Stovel Publications to work in the 
Toronto office of Motor in Canada. 

W. D. Hannah, recently returned 
from active service, has joined the 
Montreal radio department of 
Cockfield, Brown & Co. 


Store Advances Tobey 


Abraham & Straus, Brooklyn 
department store, has promoted 
William Tobey, 
tising manager, to sales promo- 
tion manager, succeeding Mrs. 
Dorothy E. Swenson, who retired 
Dec. 1. Mr. Tobey will handle all 
advertising and _ publicity, ex- 
clusive of the display and sign de- 
partment, which is directed by 
John Rosenberg. 


Plans Houston Store 


Federated Department 
Inc., 


Stores, 


000 building for Foley Brothers, 
subsidiary in Houston, Tex., 


cinnati. 


formerly adver-| ; 


as part of its postwar ex-|| 
pansion, plans to erect a $7,000,-| | 


and | 
to establish main offices in Cin-| 
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Appoints Pinkerman 

Mark K. Pinkerman, for the 
past 10 years account executive 
of Jay H. Maish Company, Marion, 
O., has been appointed advertis- 
ing and sales promotion manager 
of Eclipse Machine division, Ben- 
dix Aviation Corporation, El- 
mira, N. Y. 


HARRY E. BURKE STUDIO 
230 E. OHIO ST... SUPERIOR. 5994 


Chicago 31. II 


i er cami sere Be Hy gh 


in your 


WSIX Offers: 


1. Top shows of two popular networks 


AMERICAN and MUTUAL. 


2. An excellent share of the radio 
‘audience in Tennessee's only A- | 
_postwar market where there are more 
than a million potential buyers for 
your product. 


(3. An unusually low cost per listener. 


REPRESENTED NATIONALLY BY THE KATZ AGENCY, 


AMERICAN * MUTUAL 


‘5000 WATTS ° 980 K.C. 


the’? 


sales and advertising plans! 


jce 
CC 
f 
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There is only one city in Tennessee with an A-| postwar rating 
and that is Nashville. . . Here is a city that is teeming with 
opportunities for more business. Its location is ideal from 
the standpoint of service to more than a million prospective 
new customers for your product. . . As proof, we point to 
Radio Daily's good word about its solid gains in population, 
per capita income and RETAIL SALES! 


Yes, indeed. It will well pay you to include Nashville . . . with 
its rich Middle-Tennessee market, and Radio Station WSIX 


SLX 


of Tennessee's 


wad City 
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Da, Radio Poll Endorses 


Current Service, Programs 


News Rates Tops 
in Rural Areas 
Studied by Bureau 


Washington, Dec. 5.—A special 
study of rural radio listéning, con- 
ducted by the ultra-scientific Bu- 
reau of Agricultural Economics 
“public opinion” polling organiza- 
tion, has provided broadcasters 
with a flattering endorsement— 
and a wealth of valuable informa- 


tion about the habits of the listen- 
ing public. 

Designed to give FCC objective 
data on the effectiveness of rural 
radio as now set up, the study an- 
alyzes in great detail the program 
choice of both farm and rural non- 
farm listener, and finds that three 
out of every four radio owners 
like what they are getting, and 
that less than half the rural audi- 
ence is disposed to suggest any 
changes. 


Over 500,000 Salesmen Have Made More 


Than a Billion Dollars 


in Extra Sales Thru 


Beuap and Thompeou Push Plans 


The Belnap and Thompson Push Book colorfully illus- 
trates over 500 prizes, hard-to-get Bicycles, Electric 
Razors, Electric Irons, etc., and gets immediate action 
from your salesmen, dealers’ or distributors’ salesmen. 


Belnap and Thompson have consistently featured na- 
tionally known merchandise at wholesale prices which are 
shipped in single units to your prize winners. Warehouse 


stocks of merchandise at wholesale prices are available in 


quantities for business gifts, premiums, or other awards. 


Our Creative Staff, originators of sensationally success- 
ful Push Plans; Prize Books that glorify selling; the new 
Photo-Flash Prize Service, creates sales contest material 


that stimulates and maintains exciting, competitive en- 


thusiasm throughout your 


entire sales campaign. 
Write NOW for the Latest Edition of Push Book! 


309 W. JACKSON BOULEVARD .- 


CHICAGO 6, ILLINOIS 


Apron 


Subway Advertising. 


It’s the gals who wear the aprons who wield the 
purchasing power. Good reason to remember 
that 1,066,300 housewives average 15.7 subway 
trips a month. That’s a lot of exposure to those 
sales-impelling subway cards and posters. 
Formula for Selling New Yorkers 


Mass Coverage X Color Impact X High 
Frequency... the unique combination in 


630 Fifth Avenue, New York 20, N. Y. 
410 N. Michigan Avenue, Chicago 11, Ill. 


New York Subways Advertising Co., Inc. | 


The report establishes the pop- 
ularity of news and marketing 
news programs with the rural 
listener—90% preferred news over 
all other types of programs—and 
“rates” 15 other types of broad- 
cast according to their rural pop- 
ularity. 

As for the radio listener him- 
self, the bureau found that the 
rural woman is a more loyal list- 
ener than the rural man; that 
those with a limited choice of 
stations operate their sets as much 
as those with a wide choice; that 
the service of “dissipating isola- 
tion” that radio performs is highly 
valued, and that rural people 
“were not disposed to look for 
shortcomings in the radio service 
they have access to.” 


Rural Audience Critical 


As an objective polling organ- 
ization, the bureau pointed out 
that there was evidence that the 
rural audience is nevertheless 
critical— for three out of every 
four reported that they turn their 
sets off occasionally because they 
do not care for the programs that 
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are on. 

The survey will undoubtedly 
offer difficulties to those who want 
to convince the FCC, when it 
meets Jan. 14, that rural listeners 
would be happier if the powerful 
“clear channels” were broken 
down in favor of a larger number 
of smaller stations. 


Listenership the Same 


For example, it demonstrates: 
Those who have only one station 
listen as much as those who have 
a wider choice; those with only 
one station had no more sugges- 
tions for changes in programming 
than those who had a_ wider 
choice; those with one station ac- 
tually had their radios turned off 
less than those with a variety to 
choose from. 

Here are some figures: 

“Tf you had your way, are there 
program changes you would 
make?” 

Stations Available 


1 2-3 4up 
Yes 46% 46% 45% 
No 53 53 53 


“Do you ever have your set off 


zB) 


because you aren’t interested ; 
the programs?” 
Men-Evening 
Stations Available 


1 2-3 sult 


Very often 30% 31% = 3096, 
Now andthen 30 34 24 
Hardly ever 3 7 6 
Never 36 27 29 
The Bureau of Agriculturg 


Economics study was based on the 
government’s officially  adoptey 
“stratified random sample,” in thi 
case involving 2,535 separate 
households in 116 counties. Que; 
tions used, and compilation of ye. 
sults, were supervised by a specig) 
industry - government committee 
headed by Dallas H. Smythe, Fc¢ 
chief engineer, and composed 


representatives of the clear chan 


nel broadcasters, regional broad 
casters, BMB, American Broad 
casting Company, CBS, NBC 
Radio Technical Planning Boar 


and National Council of Farm (Cp. 
operatives. 


Few Regional Differences 
Radio’s popularity varies littl 
by region, and there is little dif- 


rOR 


(Agency McCann-Erickson, Inc. 


Booth newspapers are Standard media 


Newspapers have always been a 
mainstay of Standard Oil adver- 
tising. Now, with unrestricted travel, 


Standard Service will 


than ever to newspapers to help 


build sales. 


Booth Michigan Newspapers are an 
excellent example of newspaper 
advertising effectiveness. 
than 360,000 circulation, 97.8% of 
which is home delivered, gives nearly 
100% coverage of eight important 


look more 


markets. Incomes in these markets 
are among the highest per capita in 
the world. Standard Oil advertising 
has appeared in all eight Booth 
Michigan Newspapers for many years. 


Whatever you sell, Booth Michigan 


Their more 


Newspapers will serve you well. 


For specific information on Boot: 
Michigan Markets, call: 


Dan A. Carroll. 110 East 12nd Stree’. 
New York City 17 


John E. Lutz. 1:35 N. Michigan Avenue- 
Chicago ll 


NEWSPAPERS 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NE 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NE 
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n’t interested ; ference in attitude among people 


hy age or educational background. | women. 


were the second popular choice of 


of 20 rural homes elsewhere have 
no sets in operation, figures for 


Steitz to WBBM Sales Ideal Optical Appoints 


z:  Paeag : : : Phil Steitz, formerly with Mu- Ideal Optical Company, 

Sree ame It is slightly more — among ee hog on ager a poses gyym run —_ = 20. — tual Broadcasting a vasng has|York manufacturer of Idealite 
‘able Hithe lower Income groups. approved by roughly o ol rural|/narily, one out of <Y in other! joined the sales department of/sun glasses, has appointed Lee- 

2-3 4upm Only two of 10 rural women/ women as something “they would|areas have no sets in operatiOn,| Station WBBM, Chicago. Murray Advertising, New York. 
Jo 31% 30, jisten less than four hours a day, | miss,” on the other hand the seri-| but the South runs 5 out of 20. : ; 

34 24 Hiihe bureau reported; more than|als were condemned by about an 

a 6 Mhalf the men listen at least two|equal number as something they Negroes Have Fewer Sets 

27 29 Mhours daily. Two thirds report} could get along without. 
of Agricultura) their sets are on before 8 a.m.; A second interesting economic 


was based on the 
ficially adoptey 
| sample,” in this 


one in eight are on before 6 a.m. 
Here’s the rural audience time- 


table: 


g 2,535 Separate N. Cen- 
} counties. Que On tral South West All 
er ~~ Hipefore 5 a.m. 1% 1% 1% 1% 
ympilation of ree 8 19 2 
‘ised by a special ¢-6:59 ..... 27 #36 26 © ©30 ©|another 
nent Committee 7-7:59 .---- 26 20 36 25 
H. Smythe, Fcc 8-8:59 ----> 14 ; ; " 
c 9-9:59 worece oO ~ 
nd composed OL 10 iol up... t 3 7 4 ing order. 
the clear chanfd’ or 
regional broai{Mpefore 6 p.m. 1 1 1 1 
merican Broad 66:69) aeees ; : : : 
Py i ee eae 
y, CBS, NBC! : KO 0 
; S285 cries 6 1 6 q 
Planning Board 99:59 ..... 27 32° 22 28 
neil of Farm (o.fi0-10:59 44 36 40 39 - 
j1and up... 11 14 32 15 | working order. 


Operating 9,920,000 Sets 


The survey offered some inter- 
esting data on set ownership. It 
estimated that 9,920,000 sets are 
now in operation in rural homes; 
1,820,000 homes 
have had sets in the past five years, 
or have sets not presently in work- 
Finally, there are 1,- 
880,000 rural homes that have 
never had a radio. 

From these figures, the bureau 
explains, a fourth of rural homes 
do not presently have sets 


item in the survey is this finding: 
Forty-five per cent of Negro 
rural homes, which compose 10% 
of all rural homes, are without 
radio. Only 10% of rural white 
homes have never had them. 
The bureau also found that 96% 
of the homes that lack radio have 
no telephone; that only 25% of 
them take a newspaper, and less 
than a third get any magazines. 
The report is not available in 
processed form, but copies are on 
file. They are subject to inspec- 
tion at the FCC information office 


Drug & Cosmetic 


INDUSTRY 


Covers a bright spot in 
the post-war industrial 
market. 


either 


Also Publisher of Beauty Fashion 


in 
While three out 


| Differences 
‘ity varies littl. 
ere is little dif- 


+ 


Asked what five kinds of pro- 
grams they liked best, rural list- 
eners ranked news first in 9 out 
of 10 cases. Oldtime music, which 
ranked second with men, and re- 
ligious music, which rated second 
with women, appeared on five out 
of 10 blanks. Farm people tend- 
ed to favor religious programs; 
rural non-farm reported “light en- 
tertainment,” and daytime serials. 
Men often mentioned sports; 
women mentioned quizzes, skits, 
singers and plays. 

Here are the program prefer- 


ences: 

= = 

c - Baw 

a ae ae 

Fe FE te «f 

=) ro) < i= }° 

at a, on’: Ie 

BA BE ZA AE 

Se, See Pree ee 92% 91% 86% 86% 
ch See es 41 33 59 48 
Old Time Music 52 43 49 40 
Sermons ...... 37 31 50 38 
UIN ah bees 0/9 27 41 36 46 
Te. -skwchad ad 22 34 29 37 
Market Report. 65 18 26 7 
Discussions 26 34 21 23 
Farm Talks.... 51 14 26 8 
Dance Music... 15 25 18 28 
gt) a ee 4 5 29 33 
2 ee eee 9 15 20 28 
BN bre tase win k's 7 15 18 27 
Be. Gi booe ie 17 38 3 7 
CO 11 17 10 14 
Classical Music. 3 10 6 11 

Asked what they would miss 


most, men and women agreed that 
news ranked first “because they 
want to keep up with what is 
happening.” Of women, 60% 
added that they valued radio for 
entertainment. Only 43% of the 
men shared this estimate. 


South Favors Religious Programs 


Figures in the report demon- 
strated that the South is consid- 
erably different from other parts 
of the country. Sermons and re- 
ligious programs were rated im- 
portant in the South by twice as 
many people as in the north cen- 
tral states and four times as many 
as in the western states. In the 
South, religious programs rate 
above daytime serials, while in 
the other areas, daytime serials 
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@ We could tell you many things about The Rotarian Magazine... about the buy- 


ing power and business and community influence of some 200,000 executives who 
subscribe to it... the proven reader interest . . . its important but otherwise hard- 
to-reach small city audience. But, results speak louder than our own words. So... 


we're letting you read excerpts from a few of many letters from our advertisers. 


“WE LEARNED A LESSON WHEN WE INVESTIGATED 
THE ROTARIAN” 


George S. Jones 


Vice President in Charge of Sales, Servel, Inc. 


“| WOULDN'T THINK OF LEAVING THE ROTARIAN 
OFF THE LIST"’ 


L. B. Icely 


President of Wilson Sporting Goods Company 


t 
a 


am 


“OUR ADVERTISING IN THE ROTARIAN IS A SOUND 
INVESTMENT” 


Walter Strain 


Vice President in Charge of Sales, Davidson Manufac- 
turing Corporation. (Duplicators) 


“CAREFUL READERSHIP IS EVIDENT FROM THE HIGH 
TYPE OF INQUIRIES RECEIVED" 


H. P. Mueller 


President of L. J. Mueller Furnace Co. 


, “THE ROTARIAN IS DOING THE JOB WE EXPECTED 
WITHOUT WASTE CIRCULATION” 


Walter J. Berkowitz 


Treasurer of Tension Envelope Corporation 


These advertisers realize the value of The Rotarian 
as an advertising medium and the importance of its 
audience . . . an audience composed of key execu- 
tives who buy or influence buying for their busi- 
nesses, their homes, and their communities. They 


TH 


35 East Wacker Drive, 


Rs, Cee Ati 


“TO REACH INDUSTRIAL AND COMMUNITY LEAD- 
ERS, WE USE THE ROTARIAN" 


Harold Crary 


Vice President in Charge of Traffic, United Air Lines 


“OUR REQUIREMENTS ARE SEVERE BUT THE 
ROTARIAN MEETS THEM" 


Jack C. Deagan 


General Manager of J. C. Deagan, Inc. (Chimes) 


& 
') “ACTUAL RESULTS PROVE THE ROTARIAN’S COVER- 
AGE IS TAILOR-MADE FOR OUR PURPOSE” 


Sarkis H. Nahigian 


President of Nahigian Bros., Inc. (Oriental Rugs) 


“THE ROTARIAN’S HIGH READER INTEREST HAS 
BEEN PROVEN BY INQUIRIES AND ORDERS" 


George B. Hunt 


President of Milwaukee Dustless Brush Company 


“WE ARE PARTICULARLY ANXIOUS TO REACH 
BUSINESS LEADERS. WE DO SO BY USING THE 
ROTARIAN” 


Arthur F. Luce 


Treasurer of Stacy-Adams Company 
(Makers of men’s fine shoes) 


—and many others—know from experience that 
this audience is reached most effectively and eco- 
nomically by The Rotarian. We'll gladly give you 
some interesting facts and figures about this impor- 
tant market. Just dro> us a line... no obligation. 


New York Office: 125 East 46th Street 
New York 17, New York 


"Rotarian 7 


Dept, 11, Chicago 1, Ill. 


Pacific Coast Office: 681 Market Street 


AS 
San Francisco 5, California “* 
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The Advertising Market Place— ____-.WANTFD----- 


fe ALL TYPES OF POSITIONS Progressive Middle-West Agency of- 
dvertisin en ead Placements anywhere in the fers permanent position. Good salary 
United States 


ter work and a better income, let us ARTIST-LAYOUT MAN buying of high grade advertis; 
IS IS WRITTEN know. Salary. 7s". ik Must be good on comprehensives; pe and - bine 4 png 
on the assumption you may wish to make an pes ee ee SS ASL fine opportunity with growing, na- are ; 
_— “ 00 E. nio St., Chicago 11, lll. | tionally recognized advertising 
addition to your executive staff. “RED J. MASTERSON agency. Write fully, age, experi- In addition to an understanding 
If I happened to be that person, here is what Advertising & Publishing ee. ee ides aaeher ae of the various processes of repro- 
you would be getting: Placements Pg ge with lead- | Moines, Lowa. o— — go Aart; 
isi . (ar ago aa etter-press, silk screen and meta! 
ih omen gee gD ee a ISS By ey egy ett Representative padres: he sheald have a practical work. 
who wou ring in at once in ‘ eb! pegs ares eae ___|for monthly amateur photographic ‘ ‘ 
seas 8 . GF OPYWRITER publication. Eastern, western, mid- ing knowledge of typography, art 
billin cop 
8- Growing AAAA Philadelphia Agen-|dlewest| and southern territories. and paper stocks. He must know 
* A. creative man whose layouts are now cy offers excellent eepartensty ee bn a ataee be 3021 how to evaluate estimates, pre- 
if i i j young man or woman who can write | Narragansett, cago 34, . P r 
doing a big selling job. hard-hitting selling copy for retail Y ccow DARI OPE ae oa t re bei ten i peta cage a follow 
ens . so: sarchandise accounts. Experience oung man under 28 intereste n rou on every ste rom quo- 
One who has copy ability = addition “i a Department Store and pie re- | learning advertising and advertis- detent to p Evil ° q 
having a working knowledge of media, radio tail selling desirable. In reply, state | Ings production in department of 
and the general phases of advertising. age, background, experience and large national concern located in 
*A 33 f married; all habit salary desired. o a gage in Some experience fesirable To such a man we offer a perma- 
man ears ofa arried, a s x 7812. ADVERTISING AG yu no necessary. 300 oppor- i+] . 
under pected. "a ‘ 330 W. ‘and St. New York ‘Ls, N. Y.| tunity for growth and advancement. ee * See. tae 
: ve sauna aners Dee ad ee ee AGE are in Brooklyn, just a en > 
s ‘o . Woman Assistant Advertising 100 E. Ohio St., Chicago 11, Tl. ' es 
If you are interested enough to send me a reply, , Manager : ss ae throw from the heart of New York 
these are the things Iam seeking: For large national advertiser. Good EDITOR-PHOTOGRAPHER 


+. and spaces per line; light body face 34 per line. Box numbers add two 
lines. Terms cash with order. Forms close Wednesday noon preceding 
publication date. Display advertisements take card rates. 


Addressed to an HELP WANTED | ; HELP WANTED 


ADVERTISING & PUBLISHING | COMMERCIAL ARTIST 


The rates for this department are as follows: “Help Wanted,” “Positions 
Production M 


Wanted,” “Representatives Wanted,” and “Representatives Available,” 
50 cents a line, minimum charge $2. Figure bold face heads 25 letters 
Experienced in 
Packaging and Advertising 


, \ to artist experienced in layout, de- 
GEORGE WILLIAMS—Personnel | sign and finished art work. 

209 S. State St. Har. 2063, Chicago) 1,0. 7315, ADVERTISING AGE 
ARTIST: Top notch layout man 100 E. Ohio St., Chicago 11, Il. 
needed. If you are interested in bet- pot ea a 


Must have well grounded experi. 
ence in the graphic arts field and 
be thoroughly experienced in the 


City. Write us about your educa- 


salary to start and exceptional Op-| Construction journal covering six Hen experience and the sal 
' ' alary 


e If the set up makes it possible, a partner- portunity for advancement. Appli-|southern states wants combination 


ship after we are equally and mutually satis- cant preferably should have produc-| photographer and field editor. Per- you expect. 

fied or tion and copy experience and have | manent postion for right man. Pre- 

ote written and placed publicity. Pref-|fer young man. Must have ambition B N 6345. Ad a 

e A medium sized agency with the poten- erence will be given to woman who|and know how. Write P. O. Box Ox °. b vertising Age 


330 W. 42nd St., New York 1/8 


has worked in advertising agency, | 2421, Little Rock, Arkansas, giving 


tiality of entering the firm when I have publication field or advertising de-|full information of past employ- 


— ee ee ee ee ee ee ee ee ee ee ee Oe oe ee oe ee ee ee ee ee ee ee 


ee 


™ 
453) ELT FF, a eg ee he eaten 


“ 


x 


de 


47 


DT CT 


proven my value... or partment of large retail store.| ment, references and expected in- ‘i 
Please make application complete in|come. Send picture. 
e To head your branch office whether new first letter, giving education, age | —— ee - , eee aa - Rn cs cs es a a ee es soe ee es 
i ° and experience. ADVERTISING COPY and Idea Man 
or already established } ; Box 7816, ADVERTISING AGE_ |who is now handling accounts on his | @ — 
e@ Any opportunity must be in Chicago. It’s | 330 W. 42nd St., New York 18, N. Y.}own, and not satisfied with the 
3 A : money he is making. 39-year-old 
a great city and to me it has greater possi LAYOUT AND COPY. Young man,|Chicago Agency has opening where WANTED 
bilities than anywhere. preferably having business paper)|this man can_ still handle his ac- 
7 dd alt 1 } ‘al. experience, with “know how” to poe counts and take over some of our 
Will regard all replies as strictly confidential. duce finished layouts with copy that|copywriting to increase his earn- i ; 
& ? d HW will make sales. Here is real op-/ings. Our accounts are in Agricul- Promotion manager by a leading 
7 see t. Ghia site | portunity for aggressive yman who tural field. airline to undertake supervision of 
Box 6342, Advertising Age, . io Street, ago wants to go places with the Souths Box 7845, ADVERTISING AGE sos aT 
gs second largest business paper pub- 100 E. Ohio St., Chicago i, 11. merchandising activities, promo- 
lishers—a record established in —— - tion of tie-ins, etc. Excellent op- 
seven years. This is an opening | Salesman on Aggressive Daily With ‘ 
where talent has no limits and there |postwar expansion program. Must portunity for advancement. Reply 
are no dull moments. State expe-|pe experienced in effective layouts : P 
rience, salary, age, education, tele-|ana copy, know merchandising and should contain full details and 
phone number and furnish photo. |young enough to develop under good photograph. 
H. L. Peace Foe ia? 344 CamPp|supervision. Give complete infor- 
Street, New Orleans 12, La. mation, financial expectations, and es 
picture. The Janesville Gazette, Box 6346, Advertising Age 
Janesville. Wisconsin. 100 E. Ohio St., Chicago II, Ill. 
Art Director—If you are an artist A 
with broad talents, and feel you are a v 


ge . : an aggressive, congenial group in a and figure work ability required. 
Delivers the Listeners : i ke b+ Replies held in strict confidence. 
"a i : 100. Ohio St., Chicago 11, IIL. py a i ge cy Red gry 
; : rocker ., San Francisco 4, 
in DUBUQUE =& g., San Francisco 


™ 


stymied in your present job, and 
would like to be a working art di- 
rector in a compact agency, write 
us fully about yourself. We offer Assistant Art Director Wanted for 
you salary plus profit-sharing ar- . 
e rangement, a chance to grow with large San Francisco agency. Layout 


Experienced trade paper promotional California. 


man under forty who knows adver- 

tising and circulation promotion and 

can service two trade publications. 

Give full information. 
Box 7836, ADVERTISING AGE EASTERN PUBLISHERS’ 
100 EB. Ohio St., Chicago 11, Il. REPRESENTATIVE 


Just opened well located New York 


> SIT S$ WANTE office. Can serve two more good publi- 
POSITIONS WANTED : cations, trade or consumer, in New York 
= and New England. Can furnish excellent 
3 ART DIRECTOR references as to resultful selling record, 
H 20 years experience in agencies on character and a 
H 5 national accounts in Chicago and oo 
| ITH New York City A self starter on Advertising Age, 330 W. 42nd Street 
pt ideas and smart layouts that click, New York 18, N.Y. 
LL Box 7837, ADVERTISING AGE 
ee 100 E. Ohio St., Chicago 11, Ill. 


HH H . . : WANTED—ADVERTISING AGENCY 
HY YZ23 SPACE SALES: Magazine: industrial Strong middle-west Agency with good 
La) 1 or consumer. Now covering Ohio New York business will consider arrance- 
: from Cleveland for important na- ment with small New York agency or 
a tional magazine. Wish change Jan. qualified individual for expanded New 
wee rarels Ist. Fifteen years newspaper and York operation. In reply please give com- 
a ae ee Remuneration plete details on individuals, experience 
open. Excellent references. and billiing. Latter of secondary im: 
Soy 7 rheR SING <T : y 
Box 7844, ADVERTISING AGE portance. Confidential. Address Box 6347, 
100 E. Ohio St., Chicago 11, III. Advertising Age, 100 E. Ohio St., Chi- 


peas cago II, Illinois. 
13 years industrial advertising ex- 2 


with Dubuque’s Favorite Station! perience writing, design, production, 


including displays and exhibits. Now 


1 \\ 


on terminal leave as Lt. Comadr., WANTED 
agg le aes 37, pes ne family. Now PRODUCTION MANAGER 
+ . . . . . * . é é 1O & yw re * . eas 
Employment in Dubuque is higher the industrial field with such speed Box 7843, ADVERTISING AGE Young man, experienced in printing, p'o 
today than during the wartime peak. that the entire lowa market picture 100 E. Ohio St., Chicago 11, Ill. oo aw ge = bon. be se - 
“te Nano tna can énmenel i lies a Siemens te 6 pocharar = sn I y known trade publication. é 
New en and po at = expansion ha changed —— aI - ur ARTIST available for additional || ‘itculation. State age, salary expected, 
of present p ants are combining to in- must in your lowa advertising plans. free-lance accounts. Handles let- experience. 
crease Dubuque’s population and em- tering, cartoons, design, ideas, etc. Ainiedihties. i Box ee Ohio Stree! 
ployment. You can reach this constantly grow- aoe ee Se Ee sind ~ Guleage i, fice 
ing market for the sale of your prod- Fensen, AUSENOS. 1, Lows, — 
Dubuque, the oldest city in lowa, uct through WKBB . . . the favorite = 


which boasts a 98.8% native born — station for Dubuque radio listeners... 
white population. is forging ahead in morning, noon, and night. 


SALESMAN OR BROKER 
James D. Carpenter—Executive Vice President 


Represented by—Howard H. Wilson Co. For advertising displays (cardboard, wood, etc.). Impera 


tive that you have substantial top flight clientele of manu 


AFFILIATED WITH AMERICAN BROADCASTING COMPANY 


facturers of nationally advertised products. This organi 


zation outstanding in creative designing and construction 
In position to render exceptional service on volume. Stat: 
current yearly volume, whom representing, age, famil) 
1 @) W A status, availability. L. A. Sauer, Display Corp., 357 E. Eris 


Street, Milwaukee 2, Wisconsin. 
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POSITIONS WANTED 


Be trae is 

Want Cleveland Connection _— 
advertising and marketing experi- 
over 20 years includes adv. acct. 

market research dir. sales 
prom. mer. Capable plan and copy 
magazines, newspapers, outdoor, 
o, trade papers, direct mail and 
point of sale. Heaviest experience 
tires, trucks, automobiles, electric 

home appliances, heating—air- 
nditioning, beverages, gas and oil. 
». salary $8400. Ian S. Seeds, 3281 
Avalon Road, Cleveland 20, Ohio. 


CAPABLE 


PRODUCTION MAN, 
PRINTING BUYER, | 

ceeks better opportunity with a busy 
fir! 20 year practical exper. as 
printer, advg-prod mgr, and buyer 
of printing, typography, engravegs, 
ete. can handle production of printed 
and newsp. advg. from copy to com- 
pletion; knowl of letterpress, offset 
and other graphic arts processes, 
and sources; sense of quality in art, 
layout, typography, color and print- 
ing. With large printer now. Pre- 
fer Chicago or nearby city. 

Box 7838, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


~ NEWSPAPER 

ADVERTISING MANAGER 

AVAILABLE 

Well experienced, successful news- 
paper representative seeks connec- 
tion with medium size newspaper as 
advertising manager. Has broad ex- 
perience, including all phases of 
newspaper and commodity _ sales- 
manship with top concerns. Will go 
anywhere. Only five figure offers 
would induce change from present 
fine connection. 

tox 7846, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, I11. 


Space Salesman, Energetic, Trade 
paper exp., radio time. Handle cor- 
resp. Kn’l. layout. Graduate N. Y. U. 
Veteran. Location—New York City. 

Box 7839, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Established space salesman seeking 
more remunerative connection. Mid- 
west territory out of Chicago. 

Box 7842, ADVERTISING AGE 

100 BE Ohio St., Chicago 11, III. 


MISCELLANEOUS 


Looking For New Ideas? Our picture 
file offers you an abundance of his- 
torical prints on any trade, profes- 
sion, industry, product. Useful for 
novel trade and national campaigns. 
Request illustrated pamphlet No. 7, 
‘To a Gold Mine of Picture Ideas.” 
Free to art directors and copy men. 
The Bettmann Archive, 211A East 
7th St., New York 22, N. Y. 


Advertising sign and display repre- 
sentative for Pennsylvania, Ohio and 
West Virginia desires additional 
manufacturers for representation. 
Sales personnel of seven salesmen. 
Operate own Art Department. Main- 
tain office facilities. New lines and 
new products desired. 
Box 7840, ADVERTISING AGE 

30 W. 42nd St., New York 18, N. Y. 


Need help on Agric. Advtg. Copy? 


Sev. yrs. exp. feed ind. incl. sales 
prom., house organs, actual dealer 
dist. field contact, planning Advtg. 
Camp. Free-lance basis. 

Box 7841, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 


Are You Looking 
for a 


TOP PUBLICITY 


MAN 
7 


Why get a man? Get an entire 
organization at no extra cost to 
you. We have specialized in pub- 
licity and public relations for 15 
years and have handled a diversi- 
fed group of clients, including 


iashions, food, beauty, trade 
issociations, industries and per- 
sonalities. We have served the 


majority of our clients for 8 and 
consecutive years, which is 
onerete proof that we obtain 
continuous results. Moreover, we 
re willing to GUARANTEE 
ublicity so you really have 
othing to lose by trying our 
ervice. All we ask is a short 
rial campaign. Surely nothing 
ould be fairer than that? Before 
ou decide to engage an indivi- 
ial to handle your publicity or 
efore you organize your own 
epartment, why not consult us? 
ou are under no obligation to 
ear about our GUARANTEED 
lan. 


EP wor "vy aa 


| Write today to 
' Box 6349, ADVERTISING AGE 


' 
' 330 West 42nd Street 
; New York 18, N. Y. 


Turner Joins Eclipse 

C. Neal Turner has been ap- 
pointed director and general man- 
ager of Eclipse Lawn Mower Com- 


pany, Prophetstown, Ill. Pre- 
viously he was connected with 
Buffalo Bolt Company, North 


Tonawanda, N. Y., as Philadelphia 
district manager. 


Jordan Heads New Dept. 


George C. Jordan, former As- 
sociated Press foreign correspond- 
ent and editorial writer for the 
Minneapolis Star Journal, has 
been named to head a new public 
relations department set up by 
Olmstead & Foley, Minneapolis 
agency. 


‘Hotel Monthly’ Ups Rate 


The rate for a full-page adver- 
tisement in Hotel Monthly, Chi- 
cago, has been increased from 
$200 to $215, and the publication 
will return Jan. 1, 1946, to its 
old trim size of 834 by 115% inches. 


Arnold Joins Newman 
as V.P. and Director 


Jerrold C. Arnold, formerly a 
partner in Logan and Arnold, Los 
Angeles and New York advertis- 
ing agency, has 
joined Paul E. 
Newman Com- 
pany, Los An- 
geles, as vice- 
president and 
director. 

Mr. Arnold, 
well known in 
West Coast ad- 
vertising circles 
for the past 20 
years, was at 
one time man- J. C. Arnold 
ager of the Los 
Angeles office of Beaumont & 
Hohman. 


Changes to WTMJ-FM 
Call letters of the Milwaukee 

Journals FM station, WMFM, 

have been changed to WTMJ-FM. 
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Planning & Execution of 


INDUSTRIAL CATALOGS 


@ LAYOUTS 

@ ILLUSTRATION 

@ PHOTOGRAPHY 

@ RETOUCHING 

@ SALES PROMOTION MATERIAL 


KLING STUDIOS INC. 


480 LEXINGTON AVE., N. Y. C., PLAZA 5-6545 


these women buy. 


Yup, Mrs. Mary Converse’s the only woman 
captain in the U.S. Merchant Marine. And 
‘strangely enough, she’s from Denver—a thou- 
sand miles from any sea. Denver women know 
all about her because Lora Price interviewed 
her on KOA’s Home Forum. 


Celebrities vie with famous products on the 
Forum. And not only Denver women, but 
women all over the Rocky Mountain West love 
‘em both. Because these women listen... and 


That they listen is proved by floods of mail 
and contest entries (figures on request). That 
they buy we know from dozens of success 
stories from satisfied sponsors. (It’s a partici- 
pating show and it’s nearly always sold out, but 
we'll discuss it with you if you're interested.) 
KOA’s Home Forum sells its head off. 


--No wonder KOAs 


Lora Price’s Home Forum 
on Denver's KOA 
brings all the world 
to Denver housewives 


on your - 
dial : 


FIRST! 


First in PROGRAMS 

First in LISTENER LOYALTY 
First in COVERAGE 

First in POWER 


and, for all these reasons ... 


FIRST IN DEALER PREFERENCE 


(Ross-Federal figures prove it) 
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Federal Agency to Move Third Food Chain 


Federal Advertising Hy rae | 
New York, will move to 385 Madi- 2 2 
son Ave. early in 1946. to Distribute 


SAAT EAT Ta ky «Western Family’ 


Los Angeles, Dec. 4.—- Western 
FREE weeks s Family magazine, effective with 
* colleetion| its first issue in January, will be 

adv, Dhotos, All lines | distributed by Associated Grocers 
odels - -.:| Co-op, leading independent buy- 

tiplies pull, of | promo- ing group in Seattle, Wash. The 
month. 10,000 subjects | Magazine, which claims the larg- 
freee cription’ paw, |eSt circulation in southern Cali- 
TURES ¥nEB poy, |f0rnia, also is sponsored by the 
-. Certified and Spartan buying 

groups. 


and details on requ 
No obligations. 
lesmen. 


is 


: For a period of six months the 
EYE 10 E, 38 St.| magazine will be issued in Wash- 
CATCHERS, Inc. jes von‘e ington as a standard issue of 
Western Family published for 
southern California, after which 
it is planned to zone the magazine 
with a Washington edition and a 
California edition and a pick-up 
rate from the California edition 
into the Washington edition. 
Although officially sponsored by 
the independent groups, the 
grocers pay the publishers for pro- 


Sell it with MOSS 
PHOTOS , 


email. 

photograph everything. 
Super special: mount- 
ed blowups, 20x30,$2.50; 
30x40, $3.85; 40x60,$6.50. 


Write far free les 
Moss PHOTO SERVE 
(66 W. 46th St., N. Y. 


ducing and delivering the maga- 
zines in bulk to their respective 
warehouses, The magazine is used 
to build store traffic and combat 
the effect of chain store publica- 
tions of a similar nature. 


Atley Appoints Jones 

Phil Atley & Co., New York, 
new firm serving stamp collectors, 
and publishers of philatelic lit- 
erature, has appointed Graham 
Jones to handle its account. Di- 
rect mail, trade and general pub- 
lications will be used. 


Theodoro Moves 


Theodoro Advertising Service, 
national advertising representative 
of the New York Post, Bronx 
Home News and Paris Post, has 
moved into new quarters at 75 
West St., New York. 


Leeds Appoints Parrish 


Leeds Ltd., manufacturer of 
women’s coats and suits, has ap- 
pointed Amos Parrish & Co., New 
York to handle its advertising in 
fashion magazines. Full pages 
will be used. 
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A. Walter Seiler, pres. of Kramer-Crasselt Co., Milwaukee agency, 
was married on Nov. 26 to Elsa Kroeck, an assistant buyer at Schu- 
ster’s dept. store. They are honeymooning in Mexico. . . The radio 
activities committee of the ’46 March of Dimes campaign in Cuya- 
hoga County, O., will be headed by William O’Neil, pres. of WJ W, 
Cleveland... 

H. J. Higdon, better known as “Hig,” ad manager of Phoenix 
Metal Cap Co., and designer and editor of “Phoenix Flame,” js 
author of a new book of light verse. “Qwert Yuiop,” the mystify- 
ing title, is the top row of letters on the typewriter keyboard. . . 

The Mennen Company’s treasurer, Maj. Wm. G. Mennen Jr., on 
leave for the past four and a half years, has been appointed to the 
economic and scientific section of Gen. MacArthur’s headquarters. 
He is highest ranking officer in the rationing and price control di- 
vision and is heading this work in Japan... 

That “Sizzons Grittings” poem by Rod Maclean, California Bank's 
ad manager, which starts “Yingle, yingle, yingle, Comes it now 
Kris Kringle . . .” has been reprinted by popular request for the 
past seven seasons in Matt Weinstock’s column in the Los Angeles 
Daily News... 

Eric Foote, advertising illustrator who heads the Advertisers Art 
Council, Chicago, has been chosen by the New York Museum of 
Science and Industry as the individual who made the greatest con- 
tribution to the 
advertising arts 
profession during 
1945, “because we 
feel that [Foote’s 
work] is colorful, 
timely, and carries 
an impact that 
will direct a strong 
message the long- 

est distance to the 
largest number of 
people.” ... 

It’s lieutenant 
colonel, now, for 
the former Maj. 
North Callahan, 
executive officer of 
the recruiting pub- HUNTERS —These Chicagoans posed with their evi- 
licity bureau of the dence during a recent pheasant-shooting trip in South 
Army, Governors Dakota. Left to right are Walter N. Stuckslager, Es- 
Island, N. Y. Col. quire; M. Lewis Goodkind, Goodkind, Joice & Morgan; 
Callahan has been Gordon Aray, ng bine "> and Robert T. Por- 
called the “adver- ears pies stabs Big 
tising agency of the Army,” and is production supervisor of the 
radio program, “The Voice of the Army,” as well as ed. of the 
official magazine, Army Life. . . 

Fairfax M. (Fax) Cone, exec. comm. chairman of Foote, Cone & 
Belding, got himself a much needed, but totally unwelcome rest 
last week. Doing a poor job of negotiating a high curb in front of 
his Palmolive building office in Chicago, he emerged with a broken 
arch in his foot, and is now learning the delicate art of maneuvering 
with the aid of crutches. . . 

Andy Howe, who transferred his official activities from Arthur 
Meyerhoff & Co. to Wm. Wrigley Jr. Company some months ago, 
is busy studying Spanish at Chicago’s Berlitz School. Andy and 
Mrs. Howe returned from five weeks in Mexico last month, taking 
in a substantial portion of the country, and they’re enthusiastic 
boosters for our southern neighbor now. . . 

Douglas Leigh, the “sign king,’ has given a lift to the Christmas 
Seal campaign of the New York Tuberculosis & Health Ass’n by 
adding the famous cross symbol and “Buy Christmas Seals” to the 
Schaefer beer spectacular at Broadway and 46th St. as his own 
contribution. . . 

He couldn’t shake hands with everyone who turned out for the 
Chicago Sun’s 4th birthday anniversary festivities, but Publisher 
Marshall Field did manage to mix with an impressive number of 
hired hands and guests at the five-hour party in the Morrison 
Hotel... 

Larry Davis, ad mgr. of Kendall Mills, Walpole, Mass., has retired 
from the board of directors of the Hospital Industries Association 
after completing 23 years’ work for this live organization. Inci- 
dentally, his son, Lt. Bob Davis, recently separated from the Navy, 
is now with the New England office of Parents’ Magazine. 

CBS special events director Bill Slocum Jr. recorded an extra- 
special event Dec. 1 when he became the father of a daughter, Sara 
Linnie, born at New York Hospital. CBS’ Paris correspondent, 
Douglas Edwards, on the same day became the father of a son. 
Robert Anthony... 

A dinner Dec. 12 for Milton H. Biow, pres. of the Biow agency, 
will recognize his professional accomplishments and interest in or- 
ganizations working for better inter-faith relationships. Sponsor- 
ing group is the advertising, publishers and broadcasting div. of the 
Joint Defense Appeal of the American Jewish Committee and the 
Anti-Defamation League of B’nai B’rith. Agency head Franklin 
Bruck is chairman of the event. . . 

Charles W. Rice, ad mgr. for American Viscose, has a daughte 
Jill, born Nov. 23. If a boy, next one will be called Jack. . . CBS 
director of press information George Crandall composed the musica 
score for the 23rd Psalm broadcast on a recent “Northerners” pro- 
gram over WGN, Chi. . . Maurice Marks, acc’t exec. with A. W 
Lewin, New York agency, is recuperating from a serious illness. . 

C. L. Menser, NBC v.p. in charge of programs, will be a co-chair- 
man of the nat’l radio div. of the Nat’l Foundation for Infantile 
Paralysis 1946 March of Dimes campaign. . . Betsey Barton, 28-yea: 
old daughter of BBDO head, Bruce Barton, who has spent the past 
11 years recovering from a broken back received in an automobile 

accident, is helping to raise $100,000 to found the Foundation fo! 
Physical Rehabilitation. Miss Barton still uses crutches and her 
legs are still in braces, but she has reached the point, she says 
“where I can do anything that any one else can.” . . , 
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He persuaded a professor 
to polish a window 


ere are literally no lengths to which LIFE 
hotographer Myron Davis won’t go to get the 
ght picture. 


lecently, while preparing the LIFE essay on 
1c University of Chicago, he wanted to photo- 
raph President Hutchins against a through- 
© window background. 


) he prevailed upon a professor, who was 
«ing with the pictures, to clarify the back- 
rt ind by washing the window behind The 


rey, 


here are no heights he won’t scale, either, 
id the right camera point for a picture. 


‘ has been lifted aloft on the bucket of a 
r \e, he has scrambled up steep hillsides thick 
prickly pear and Spanish bayonet, and he 
ridden a shaky ladder poised on the tail end 

| jeep. 
\yron Davis began his photographic career 
t he age of 15, with a 39-cent camera. By the 
i + he went to college he was able to earn his 


e “A Boy and His Dog,” Myron Davis’s recent and memorable 
series in LIFE, brought such ecstatic comments from read- 


ers as, “Doggone, what a boy!” and “O Boy, what a dog!” 


i ea 


| A See is om rm ws axe oh Nae 
Sand-locked Boquillas, 2 Mexican town pictured in the re- 
cent Davis series on the Big Bend Country, illustrates his 
ability to search out just exactly the right vantage point. 


way taking pictures for college publications 
and co-managing a photographic store. 


Now, at 26, he is a veteran of LIFE’s photo- 
graphic staff. He has spent nearly two years 
covering wartime Washington, and a year in 
the Pacific War theater. 


Creative imagination to see the right picture 
in the mind’s eye, and the talent and perse- 
verance to capture on film what the mind sees 
.. . these are outstanding qualities of LIFE 
photographers like Myron Davis. And such 
qualities are in big part responsible for the fact 
that LIFE has 22,000,000 readers every week, 
more than any other magazine. 


i. Re Ms > a 

St. Thomas Aquinas gazes down upon Gothic towers and 
gables from a niche high in the Rockefeller Chapel Tower 

to which LIFE Photographer Myron Davis climbed to 
make this striking picture of the University of Chicago. 
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Horne Movie Firm 
to ‘Star’ Titles 


New York, Dec. 4.—Hal Horne, 
until recently director of advertis- 
ing, publicity and exploitation for 
20th Century-Fox Film. Corpora- 
tion, has become chairman of the 
board of Story Productions, Inc., 
a new motion picture producing 
firm, which intends to “star” story 
titles and their authors more than 
actors and directors. 

Armand Deutsch is president; 
Nathan W. Levin, secretary-treas- 
urer, and Lt. Stanley Kramer will 
become a vice-president on his 
discharge from the Army. Mr. 
Deutsch is a grandson of Julius 
Rosenwald, founder of Sears, Roe- 
buck & Co. 

The new company has acquired 
several best sellers, the names of 
which will be revealed shortly. 


BRITISH-AMERICAN 
FILM UNIT FORMED . 

New York, Dec. 4.—United 
World Pictures Company, Inc., has 
been formed to produce American 
and British motion pictures and 
distribute them throughout the 
world. 

J. Arthur Rank will be chairman 
of the board, and Matthew Fox, 
president. E. T. Carr will be 
managing director of the English 
company. Leo Spitz and William 
Goetz of International Pictures, 
Inc., of California; the Rank in- 
terests of Great Britain, and Uni- 
versal Pictures Company are joint 
owners. 


Approves FM Stations 


Construction of two FM sta- 
tions at a cost of $75,170, to be 
operated by state-owned WHA, 
Madison, Wis., has been approved 
by the Wisconsin radio council. 
One, to be located on the Uni- 
versity of Wisconsin campus, is 
expected to be in operation by 
April 1, 1946, while the other, to 
be located near Delafield, Wis., 
will start later in the year. 


Gets Express Account 


Pacific Intermountain Express 
has appointed Brisacher, Van Nor- 
den & Staff, San Francisco, to 
handle its advertising, which will 
play up five-day freight service 
between St. Louis and the Pacific 
Coast. Midwest and West Coast 
dailies will be used. 


——_ 
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‘Star’ Elects Waddell 


William S. Waddell, formerly 
with Kingsport Publishing Com- 
pany, has been elected president 
of the Star Publishing Company 
and publisher of the Star, Eliza- 
bethton, Tenn. 


Joins Grant of Canada 


Adele Hogan, formerly with 
MacLaren Advertising Company, 
Toronto, has joined Grant Adver- 
tising of Canada, Toronto, as ex- 
ecutive on food, women’s wearing 
apparel and cosmetics accounts. 


Three Accounts to Brown 


J. W. Brown & Associates, 
Philadelphia, has acquired the ac- 
counts of Loew Drug Company, 
Corpus Christi, Tex., John H. 
Wood Company, Philadelphia, and 
ond Drug Company, Camden, 

ae 


Joins Geare-Marston 


Bates Compton, recently with 
the Office of Strategic Services, 
has joined Geare-Marston, Inc., 
Philadelphia agency, in a plans 
and contact capacity. 


Advertising Age, December 10, 


Yerex to Rogers 


Wilfrid G. Yerex, who formerly 
operated a sales agency and dis- 
tributing company in Toronto, has 
been appointed assistant general 
manager of Rogers Majestic Ltd., 
Toronto. 


|Joins Garfield & Guild 


Sally Paul, formerly in the 
media department of Botsford, 
Constantine & Gardner, San Fran- 
cisco, has joined Garfield & Guild’s 
San Francisco office as radio time 
buyer. 


Bethlehem Expands 


Bethlehem Pacific Coast Steg 
Corporation, San Francisco, has 
broken ground for a new bui! ling 
at Seattle, as the first step in , 
$400,000 expansion and modern. 
ization program for its nut ang 


bolt plant there. 
Bell Appoints Snure 


John Snure Jr. has been ap. 
pointed director of public rela. 
tions, Bell Aircraft Corporation, 
Buffalo, N. Y., succeeding Stephen 


E. Fitzgerald, resigned. 


945 
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Goes Bi-Weekly 
Down Beat, Chicago music pub- 
ation now issued semi-monthly, 
become a bi-weekly begin- 
¢ with the Jan. 1, 1946, issue. 
numbero of pages has been 
reased 23% with the Dee. 1 


Hight to London 
Jeck R. Hight, former New 
York news editor, has been ap- 
inted editor of the new London 
office established by Iron Age, 
New York, at 49 Wellington St., 
Strand, London W. C. 2. 


Field Acquires 
Encyclopedia Firm 


Chicago, Dec. 4.—Field Enter- 
prises,. Inc., headed. by Marshalt 
Field, yesterday announced its ac- 
quisition of all the stock of the 
Quarrie Corporation, publisher of 
World Book Encyclopedia and 
Childcraft, children’s anthology of 
literature. 

R. G. Lamberson, president of 
Quarrie, and other officers will 


continue in their present capaci- 
ties. 

Field Enterprises, publisher of 
the Chicago Sun, also owns Simon 
& Schuster, Inc., and Pocket Books, 
Inc.,. New. York pubtishing houses, 
and Stations WJJD, Chicago, and 
WSAI, Cincinnati. It is seeking 
FCC approval of purchase of Sta- 
tion KOIN, Portland, Ore. 


Simmons Names Atlas 


Atlas Advertising Agency, Inc., 
Chicago, has been named to handle 


the advertising of Simmons Sales 
Company, division of Radio 
Craftsmen, Chicago, maker of 
home radios and toy specialties. 
Newspapers in large midwestern 
cities will be used. 


Tempel Joins Me-Hi 

Arthur H. Tempel has been ap- 
pointed assistant sales manager of 
Me-Hi Fruit Products Company, 
Fresno, Cal., sole selling agent of 
Cameo Vineyards Company’s prod- 
ucts. He was previously Cameo 
Vineyards’ advertising and sales 
promotion manager. 


__ 


Not very often does there come across the horizon a brand new 
publishing idea. But right now, conditions of war-and-peace 


are giving birth to a magazine new from every viewpoint. 


The sense of science has changed the life of America. Millions have been startled 
by the impact. A new outlool:, a new feeling for the future has stirred a great 


INE| FOR A NEW MARKET 


body of intelligent, alert, inquisitive people. The upsurge of public interest in scientific 


achievement as demonstrated around the world in the past few years has formed into a new 


demanding audience ... who now want to know in clear authoritative terms how modern 


advance will affect them, their work, their lives, their pleasures and prospects. 


So, a new magazine, SCIENCE ILLUSTRATED, will have its Vol. I, No. Tin April. Its editors; 
headed by Dr. Gerald Wendt as editorial director, Harley Magee as editor, and 


Dexter Masters as editorial consultant, are all top-flight men well-experienced 


in editing for large circulations. Its technical consulting staff of 186 McGraw-Hill 


editors has a scientific know-how paralleled nowhere in publishing. 


The need for SCIENCE ILLUSTRATED is demonstrated every day 
of these astounding times. The ability of SCIENCE ILLUSTRATED 


to satisfy the demand is guaranteed by the caliber of 
its editors and McGraw-Hill’s resources which have 
been committed to its success. Advertising-wise, 
the combination will result in a market of buyers 
every bit as active, modern, full of energy and able of 


accomplishment as the things they'll be reading about. 


Call a SCIENCE ILLUSTRATED representative for the details. 


ee 


COMING IN APRIL 


> 
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Resumes Old Trim Size 


Effective with the March, 1946, 
issues, the following publications 
of National Business Publications 
Ltd., Gardenvale, Que., will re- 
sume their former trim size of 
834” by 1158”: Canadian Fisher- 
man, Canadian Food Packer, Cana- 
dian Mining Journal, Canadian 
Mining Manual, Canadian Re- 
frigeration Journal, Marine Equip- 
ment Catalogue, Pulp & Paper 
Magazine of Canada and Pulp & 
Paper Manual of Canada. The 
publisher’s Canadian Doctor, 
Canadian Industrial Equipment 
News, Canadian Journal of Com- 
parative Medicine and Revista de 
Comercio are not affected. 


Banner & Grief Formed 


Jack Banner and Ed Grief have 
formed Banner & Grief, 424 Madi- 
son Ave., New York, specializing 
in radio publicity and special ex- 
ploitation of films. Mr. Banner, 
recently with the Navy, formerly 
was public relations director of 
WNEW, New York. Mr. Grief has 
just resigned from the publicity 
staff of National Broadcasting 
Company. 


For the Convenience of 
ADVERTISERS 
andAGENCIES 


from COAST to COAST 


MARY McCLUNG 
Advertising Director 


of the 


7 YORK 
= 


announces the 
appointment of 


ao 
THEODORO 


ADVERTISING 
SERVICE 


75 WEST ST., NEW YORK 6, N. Y. 
Edward C. Kennelly, General Manager 


National Advertising 
Representatives 


Branch Offices 


DETROIT e SAN FRANCISCO 
CHICAGO ® PARIS, FRANCE 
LOS ANGELES ® LONDON, ENGLAND 


This progressive 
step assures 
national accounts 
throughout the 
United States and 
Europe of accel- 
erated service 
and adequate 
attention. 


New York Post 


75 West Street 
New York 6, N. Y. 
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They’re Comin’ Home 


To “Dilly-Land” 


During the war, some folks around these parts | besides the thousands 
who joined the services) were lured away from home plate by war plants all 


over the nation. 


Well, they're comin’ home now, yep—back to their jobs on farms, in 
orchards, canneries, manufacturing plants, coal mines, etc. all of which are 
set-up and now producing goods for civilian markets. 


We’re Ready— 


Are You? 
he. Yes, we're ready. 
m Our same old gang 
workin, hard every day, 
plus a lot of new folks, 
too. ALL making mon- 
ey and wanting to buy 
what you have for sale 


BL Dilly 


— 


P.S.: You can reach us, as usual, 


through the Fort Smith papers. 


ARKANSAS 


Southwest American 


T SMITH TIMES RECORD 


OR 
: 1 Times Record 


31.016 ABC 
Morning, Evening and Sunday the ONLY 


advertising medium that reaches the Fort 
Smith area with EFFECT and that's a fact! 


Represented by BURKE, KUIPERS & MAHONEY, INC 


(Southwest Gmes SE 


‘Town Meeting’ Becomes 
Sustainer on American 


“America’s Town Meeting” will 
continue on the American net- 
work as a sustaining program, 
Mark Woods, network president, 
has revealed. 

Sponsorship of the program by 
Reader’s Digest ended on Nov. 29, 
after more than a year. The pro- 
gram originated on May 30, 1935, 
and has been a continuous feature 
since. 


Two Name Mercready 


Gillespie Varnish Company, Jer- 
sey City, maker of paints, var- 
nishes and removers, and Tenney 
Engineering, Newark, manufac- 
turer of temperature, humidity 
and pressure control equipment, 
have appointed Mercready & Co., 
Newark, to handle their accounts. 


Johnstone to Green 


G. W. Johnstone, formerly di- 
rector of news and special fea- 
tures of American Broadcasting 
Company, has joined David E. 
Green Associates, public relations, 
New York. 


Advertising Age, December 10, 194; 


5 New Magazines 
Announce Plans; 
One Will Resume 


New York, Dec. 5.—Five new 
magazines—Salute, Note, Picture 
News, Baby Post and Food Trade 
News—have been announced re- 
cently. All but Baby Post will 
publish initial issues early next 
year. 

Leverett S. Gleason, editorial 
director of Reader’s Scope and 
publisher of various comic maga- 
zines, will publish Salute, a 
monthly “of general interest,” to 
be edited by former members of 
the staffs of Yank and Stars & 
Stripes. The first issue will ap- 
pear in February, will run 48 
pages, and will feature entertain- 
ment, some fiction, photographs 
and cartoons. 


Note, a monthly music magazine 


THE DOCTOR 


* itself with treatment . . . medical or 


IS A BUSY MAN 


The Dector is on call 24 hours a 
day. On the average, he sees 180 


Yes, The Doctor is a Busy Man. His 


all babies. He wrote more than 
253 million prescriptions, repre- 
senting an expenditure of over 
265 million dollars... 


patients every week. In 1944 
he hospitalized more than 16 mil- 
lion patients. He delivered 93% of 


MopeErN Mepicins is the only pub- 


every professional activity concerns 


surgical. Every prescription he writes 
is for treatment. To serve his patients 
most effectively, he must keep abreast 
of the latest medical developments in 
the treatment of all diseases . . . 
That is why the entire editorial 


structure of Modern Medicine is devoted 


to treatment. 


THE JOURNAL OF DIAGNOSIS AND TREATMENT 


Publication Offices: Minneapolis, Minn. 


NEW YORK ¢ CHICAGO ¢ CLEVELAND 


LOS ANGELES ¢ SAN FRANCISCO 


accurately .. 


lication which covers every branch of 
medicine and tells the doctor briefly, 
. what to use; how to use 
it, and for what conditions; a perfect 
background for manufacturers to use in 
telling the doctor about their products. 

If your product is used, prescribed, 
or recommended by doctors, MODERN 
MEDICINE will deliver your message 


more effectively and more economically. 


toa 


Your Entrance 


$4 Billion Market ... 


in tls perpetual battle against disease, the doctor's 
word is law. He influences the buying habits of virtually 
every American family in the purchase of drugs, foods, 
clothing, etc. Obviously, the doctor specifies those 
products with which he is most familiar. This familiarity 


comes to him through MODERN MEDICINE. 


vod 


to appear in January, will be pyp. 
lished by Note Publications jy 
Hollywood and will cover actiyj. 
ties and persons in the popula, 
music field. Initial press run j 
55,000 and it will be printed py 
letterpress. ; 


‘Picture News’ Out 


A new small magazine, Picture 
News, is to appear on newsstands 
this week with a January issue. 
Using the action continuity tech. 
nique, the magazine employs 
colors and “speaking” balloons, |; 
will be published in Bridgeport, 
with editorial headquarters jp 
New York. 

Food Trade News, a bi-weekly 
serving the retail grocery trade 
in the Philadelphia area, will be. 
gin publication early next year 
Publisher is Edward W. Price. 
To interest expectant and new 
parents, the first issue of Baby 
Post, a quarterly, is currently be. 
ing. distributed free to customers 
of stores belonging to the Assgo- 
ciated Merchandising Corporation, 
Publisher of the new quarterly j; 
Baby Post, Inc., New York, and 
editor is Louise Cripps, former 
editor of My Baby. 

Publication of Startling Detec. 
tive magazine, one of the 43) 
Fawcett publications suspended 
during the war, will be resumed 
with the January issue. Sam 
Schneider, associate editor of 
True, will be editor. 

Listen, a monthly in the music 
field, will become a monthly con- 
sumer magazine with the January 
issue. Stage Pictorial, theater 
publication, converts from a quar- 
terly to a monthly with the De- 
cember issue, increasing size from 
52 to 68 pages. 

For the three-week period prior 
to and during the January home 
furnishings markets in Chicago, 
Grand Rapids and elsewhere, Re- 
tailing Home Furnishings, a semi- 
weekly Fairchild publication, will 
publish daily “reconversion ex- 
tras” of the paper. Fifteen daily 
issues from Dec. 24 through Jan. 
11 will be shipped by air from 
New York for distribution at mar- 
ket centers the day of issue. 


CAB Introduces 
‘Pocket Report’ 


Cooperative Analysis of Broad- 
casting, New York, has introduced 
the CAB Pocket Report as a regu- 
lar feature of its service. This, 
CAB says, is “the first pocket re- 
port to feature the ratings of pro- 
grams listed in the order of the 
size of rating. Both daytime and 
nighttime, including five-minute 
programs, are included. In addi- 
tion, it contains most of the best 
features of the national network 
pocket reports.” 

For three years, CAB’s rival or- 
ganization in the radio audience 
measurement field, C. E. Hooper, 
Inc., has had a pocket report of 
its findings. 


Heads Union Bag Sales 


Leonard J. Doyle, recently sales 
manager of the bag and paper di- 
vision, has been appointed <en- 
eral sales manager of Union Bag 
& Paper Corporation, New York. 


CovE- 


The Victory 
signal is a reminder 
that peace-time mar- 
kets have 
code mes- 
sages. Busy 
Norristown has one: 
—“Selling Norristown 
is an inside job.” 

We relay this to 
advertisers 


national 


who will be inter- 
ested in an eager 
53,429 ABC City 


Zone population, per- 
manently payrolled. 


Represented Nationally by 
The JULIUS MATHEWS SPECIAL AGEN®Y 
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O:: of the hard-won triumphs of war, America is planning for its own. Government—city, county, state and 


Sag Sales federal—is determined that our citizens benefit from safe and direct highways, airports equal to the new era in transpor- 
“ ae goed a tation, the best in schools and hospitals, improved water and sanitation facilities, and all the other requisites of modern 
ee | ~~ community living. Billions of dollars will be available to carry out the long-deferred public works program. 
sires New pes To meet the need for non-technical news of the many developments in this great 
- field, a bi-weekly newspaper, Public Works NEWS, has been established. The circulation will be 
OWN y 50,711 copies, distributed nationally, every other week. The frequency of issue will provide editorial opportunity 

: for complete reporting of significant activities and interest. Large and comprehensive distribution will assure the coverage 


-_ necessary to reach all those important officials and others involved in public works projects. 


id || 


Public Works NEWS will go to the key personnel who maintain the existing public plant and to those 
who are planning and will construct the new projects throughout the nation. Its circulation will also include 
non-government architects, engineers and contractors who specialize in public works. 
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JOHN K. ¢ ' , , 
Thus, through one publication, manufacturers will be able to advertise 

to all those who directly buy or influence the purchase of equipment or 

materials in the huge public works market. 


145 East 32nd Street, New York 16, N. Y. 


612 N. Michigan Blvd., Chicago, Ill. 
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Advertising Age, December 10, 1945 


Ad Returns Show 
Buyers All Set, 
Hurley Declares 


Chicago, Dec. 4.—The American 
public “isn’t just looking” but is 
ready to buy, Edward N. Hurley, 
chairman of the board, Hurley 
Machine division, Electric Utili- 
ties Household Corporation, said 
today. He bases his assertion on 
the response to a coupon offer 
made in announcement ads on 
the Thor Automagic washer. 

“Sixty thousand interested con- 
sumers who have already re- 
sponded to our ad since Septem- 
ber indicate that the great Amer- 
ican public isn’t just looking but 
is all set to buy the superior 
household equipment promised 
them during the war,” Mr. Hurley 
said. 

The ad Mr. Hurley referred to 
first appeared in The American 
Weekly Aug. 26, and in the Sep- 
tember issues of five national 
magazines. From the ad 23,000 
coupons were received by Sept. 
19. Since then the ad has run 
in selected metropolitan news- 
papers and other national maga- 
zines, and “although the coupon 
response has totaled 60,000 to 
date, coupons continue to pour 
in,’ Mr. Hurley announced. 

More than half the coupon re- 
turns were enclosed with a letter 
asking for specific information on 
where the machine could be pur- 
chased, prices, etc. 

Advertising for the new Hurley 
machine, a combined dish and 
clothes washer, is handled by 
Earle Ludgin & Co. 


Gibson Names Johnson 


J. Leonard Johnson, formerly 
with Westinghouse Electric In- 
ternational Company, New York, 
has been named manager of brand 
sales, Gibson Refrigerator Com- 
pany, Greenville, Mich. 


COULD YOU SELL ME A 
SONOTONE THAT UNDERSTANDS FREN cH? 


Just about anything's possible with the super-powerful new Son oton. 
600"! See Sonotone, The House of Hearing. 


TRIES HUMOR—Sonotone Corp., Ney 
York, is testing a series of cartoon ad; 
of which this is one, in The New Yorke, 
(AA, Dec. 3), and newspaper mat; 
have been prepared for use of the 
company's 170 branches. 


‘Time’ Buys Land vg 
for Printing Laboratory 


Time, Inc., has purchased ap 
18-acre tract of land in Spring. 
dale, Conn., on which an experi. 
mental laboratory and machine 
shop will be constructed to carry 
on experimentation in all aspects 
of printing. 

The work in the new labora- 
tory will complement that being 
planned in the Kalamazoo, Mich, 
laboratory of the Bryant Paper 
Company, Time’s wholly-owned 
subsidiary, said Charles Stillman, 
treasurer of the company. 


Rhodes Appointed 

Ray Rhodes, formerly on the 
sales staff of KFRC, San Francisco, 
has been appointed Pacific Coast 
representative for Paul H. Raymer 
Company, San Francisco, radio 
representative, succeeding David 
H. Sandeberg, resigned. 


TWA Expands 


Transcontinental & Western Air, 
Inc., has appointed Stanley 
Schlenther director of advertis- 
ing and Walter Brown Jr., direc- 
tor of passenger sales for its in- 
ternational division. 


in one state—America’s biggest and best dairy market! Wisconsin offers 
rich opportunities not only for manufacturers of milkers and other dairy 
equipment but for producers of all the many items for which successful 
farmers are prospects. And Wisconsin comes to the advertiser in one 


package through Wisconsin Agriculturist and Farmer. Here is the paper 
Sa that the Wisconsin farmer turns to for dairy news—for news and advice 
written to make his Wisconsin farm more profitable. It’s the only paper 


that talks Wisconsin to Wisconsinites exclusively —reaching 9 out of every 
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TIME Subscriber 11-10-ZMH 166-084 (Professor Winfield W. 
Riefler) owns this modern house at Princeton, selected by the editors of 
Architectural Forum as one of the pic: constructed U.S. homes most 
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THE THINGS YOU MAKE sould be Displayed 


IN THE SHOW-ROOM HOMES of the Nation 
oe a apoaell 


ROFESSOR RIEFLER’S HOUSE in Princeton is a show-room In Boston, Cleveland, Los Angeles, for example—and in nine 
home—one of the many better-built, better-equipped more big cities across the country—research shows the “‘first 
homes owned by TIME-reading families from coast to coast. citizens’ vote Time tops.* And Time’s top-citizen families 


In homes like this your best prospects see the home ap- entertam more than 200 million guests a year in their homes. 


pliances you want them to want—being used and enjoyed 
and talked about. For TIME readers are leaders in their com- 
munities . . . they’re the first to try and buy new things, first 
among the people friends and neighbors look up to and copy. 


. c 
T ; AuVERTISING OFFICES * NEW YORK © CHICAGO © BOSTON © PHILADE: CHIA © CLEVELAND © DETROIT *© SAN FEANCISCO 


With more than twice the average U. S. family’s income, the 
more-than-a-million progress-minded households where TIME 
is read can afford the better home appliances so many other 
families will admire and hanker for. When you start your 
selling with Time families, you’re well on the way to selling 
the nation. 


appLiANGES 


‘Surveys of other lists of top people widen and deepen this story of Time 
preference. For instance, the best customers of better food, drug, department 
stores (where appliance sales bulk large) il say TIME is their favorite magazine 


that carries advertising 
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Fashion Group Elects 


Katherine Sullivan, tasnion edi- 
tor of Town & Country, has been 
elected president of the Fashion 
Group at its annual meeting in 
New York. She succeeds Prunella 
Wood, fashion editor of King 
Features. Three vice-presidents 
named are Mary Cookman, execu- 
tive editor, Ladies’ Home Journal; 
Adelia B. Ellis, executive direc- 
tor, New York Dress _ Institute, 
and Helen Faith Keene, fashion 


72% of all radio-appliance 


sales and service in the 
U. S. A. is handled by "RSD" 
subscribers. 

Advertising Space Open 
COWAN PUBLISHING CORPORATION 


342 MADISON AVE., NEW YORK, N. Y. 


director of Kastor, Farrell, Ches- 
ley & Clifford. 


Names Division Heads 


Cresta Blanca Wine Company, 
Los Angeles, has appointed Stuart 
Fischler as eastern division man- 
ager, New York; Sidney Paris, 
central division manager, with 
offices in Chicago, and A. R. Acosta 
southern division manager, with 
offices in New Orleans. 


New Regulations Unit 
Established by CBC 


Organization of a _ broadcast 
regulations division headed by 
J. R. Radford, former supervisor 
of station relations, has been an- 
nounced by the Canadian Broad- 
casting Corporation, Toronto. 

George R. Young, former rep- 
resentative in Halifax, has been 
named manager of a new station 
relations department. 


Timely Associates Opens 
Daniel R. Prosnit and Hubert K. 

Simon have announced the reopen- 

ing of Timely Associates, advertis- 

ing pany. at 70 E. 45th St., New 
ork. 


Educators Join 
to Test Reaction 
to Tele Program 


Chicago, Dec. 4.—An unprece- 
dented experiment in children’s 
programs—developed by adver- 
tiser, manufacturer, dealer, and 
educators— was tried here last 
week when “Tumblin Tim the 
Circus Acrobat,” newly created 
animated trademark for Acrobat 
shoes for children, made his tele- 
vision debut over Station WBKB, 
sponsored by Marshall Field & 
Co. in cooperation with the Chi- 
cago Board of Education Radio 
Council. 


Record Student Reaction 


Classes of various grade levels 
and a group of teacher librarians 
viewed the program over tele- 
vision receiving sets installed in 
public schools, with individual 
student reaction recorded on Radio 
Council evaluation forms. A G-E 
television set was also installed 
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in Field’s shoe department for 
customers, 

“An Amazing Adventure of 
Tumblin Tim” is the first of a 
series of television shows planned 
by Ruthrauff & Ryan for Acrobat 
Shoe Company, division of Gen- 
eral Shoe Corporation, Nashville, 
Tenn. It is written by Fran Har- 
ris, director of television for the 
agency, and Mary’ Buchanan, 
radio writer, and based on Book I 
of a Tumblin Tim Library de- 
signed for dealer distribution to 
customers. It features a cast of 
eight in authentic circus costumes. 

Field’s used 500-line ads in Chi- 
cago dailies to announce the tele- 
vision show. 


Interchemical Names Two 


Interchemical Corporation, New 
York, has added Albert J. Keenan, 
formerly with E. I. du Pont de 
Nemours & Co., Wilmington, Del., 
to its trade sales division as as- 
sistant sales manager. William 
M. E. Geering, for the past five 
years in India, has been named 
India and Ceylon representative 
of Interchemical’s export division. 


A beautiful green Christmas Tree 


fresh frum the Oregoe forests, full branched and symmetrica! 
few what you'd choose for yourself uf you could go Christmas Tr: 
bunting in the woods ... 5, 4 or 5 feet tall as you prefer. 

Remember the name Golden Grain. send io & bag top or b- 
top from any Goldea Grain macaroni product, or from one « 
Goldea Gran spaghecti duaners. Eaclose 25< to cover com of curs, 
aod handling. 

A week befoce Chnsimss you will recerve your besunful tree, bo 
or table size, whichever you specified. Just pay ch. 
postman s sominal delivery charge of arnvs! 

All Ratries must be postmarked oot later than 
mudmght of December Sth. 
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HEN a technical magazine's title 

W and editorial field cease to match, 
then in all fairness to its readers and 
advertisers the title should be changed to 


fit the field. 


parse ” ’ 


A¢macnheres {OF 


metals, as an essential part of the mate- 
rials-selection problem. The new name 
also clearly indicates the magazine's 
approximately equal attention to the 
methods and equipment for processing 


Annealing Metals 


burgh, Pa 


‘FREE' TREE—Golden Grain Macaroni 

Co., San Francisco, used this news. 

paper copy on the coast to offer 4 

Christmas tree for one product labe| 
and 25 cents. 


Gets Three Accounts 


Ketchum, MacLeod & Grove. 
Pittsburgh, has been named t 
handle advertising of Electric In- 
dustrial Truck Association, Chi- 
cago, composed of 14 manufac- 
turers of electric trucks and bat- 
teries, which will use business 
publications. Kleber Trunk & Bag 
Company, luggage maker, and 
Tracy Mfg. Company, maker of 
sinks and cabinets, have ap- 
pointed the agency for campaign: 
in national class and_ general 
magazines. 


Three Join F&S&R 


George. R. Hunter, after three 
and a half years in the Navy as 
a lieutenant-commander, has re- 
joined Fuller & Smith & Ross, 
New York, as vice-president. Rich- 
ard E. Lorch, formerly with Rem- 
ington-Rand, Inc., has joined the 
agency as associate account ex- 
ecutive. Erma Oehler, former 
fashion writer for the May Com- 
pany, has joined the agency’s 
Cleveland office as account execu- 
tive. 


Club Schedules Party 


materials, on one hand, and to the selec- 
tion and use of materials, on the other. 


P ig Costs 


The scope of ‘Metals and Alloys’’ has The New York Club of Print- 


in recent years been the selection and ing House Craftsmen will hold 


i oe f cedliataln: 0 “e its annual Christmas party Thurs- 
processing of materials for manufacturec Materials-selection and materials-proc- day, Dec. 20, at the Building 
a products. Obviously the name ‘Metals essing problems are inseparably related Trades Club. 
* and Alloys” is both inaccurate and mis- in the metal-working industries, and en- ama “wan 
ee leading as a designation for that editorial =~ : ‘ af Kellv Toins Romig 
‘a | . A ¢ . . bor oo ( gage the attention of thousands of engi Paul Kelly, previously art. di- 
j ae d. Therefore the magazine wi — neers, production men and metallurgists. rector of Callo-McNamara-Schoe- 
i forth have a new name—'‘Materials & The only magazine that deals exclusively neich, Pa fg BS ayy pas ben 
” the Ste i ; wh i o  B. 
a Methods —a name that perfectly fits its with these common problems (and there- ; ar pel Reading. Pa. 
mee field—engineering materials and process- fore provides a service unduplicated by | —_——_—_. 
ing methods. any other one publication) will continue Casting all Nelson Joins Peck } 
Unlike the old name, “Materials & to serve this same audience in the same Arthur E, Nelson, former art = 
ee , , as il } : , rector of Charles Dallas Reac! 
7 Methods” accurately reflects the maga- way—but under a new and more appro- Company, Newark, has joined ‘he 
i zine’s long-established editorial coverage priate name — MATERIALS & art staff of Peck Advertising 
er METHODS. Agency, New York. 
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Prize Wholesalers 
Get Set for Sales 
Contest Record 


(Continued from Page 2) 

e, for 20 years; du Pont and 
k, for 16 years, and General 
tric and Royal Typewriter, 
for 13 years. 

Cappel, first in the field, got 
started in 1922 as a result of the 
pioneering in Dayton of John H. 
Patterson, president of National 
Cash Register, in the art of hold- 
ing sales contests. Mr. Patterson 
is said to have originated the type 
of contest in which awards go to 
the average salesman as well as 
to those who make most sales, 
and in which merchandise, rather 
than cash, composed the awards. 
Cappel went into the business to 
supply prizes first, for National 
Cash Register. All the better- 
known organizations in the contest 
field now insist that sales con- 
tests are successful only when di- 
rected at the perhaps 80% of 
salesmen who make only 20% of 
companies’ sales—a principle al- 
ways followed by Cappel. 


Also Sell Campaigns 


Cappel, like its competitors, 
maintains a large staff devoted to 
preparing campaigns of from half 
a dozen to a dozen mailing pieces, 
plus a prize catalog book, which 
are sold along with merchandise 
to be used for prizes. Cappel does 
not make a charge for these cam- 
paign pieces, whereas Belnap & 
Thompson realizes probably a 
fifth of its revenues from the sale 
of the promotional literature, and 
Dartnell’s returns are chiefly from 
its promotion pieces. 

The only firm in the business 
to keep up its prize promotion 
services during the war, Belnap & 
Thompson is now the one whose 
offices show most evidence of the 
coming boom. B&T clerks are 
handling voluminous orders from 
many large merchandisers for 
items to be sent to thousands of 
salesmen who are getting hand- 
some rewards for increasing their 
sales. Most of the awards, inci- 
dentally, are chosen by the sales- 
men’s wives or with their aid— 
largely because B&T, like its com- 
petitors, insists that its clients 
conduct the contests through mail- 
ings to salesmen’s homes and, 
usually, with direct appeals to 
salesmen’s families for coopera- 
tion. 


Maintains ‘Prize Home’ 


The B&T “Prize Home,” a group 
of rooms made to look like those 
of a well-furbished home, set up 
in its Loop office building here, 
and entirely furnished with items 
offered in the company’s prize 
catalog, by now has taken on the 
aspect of a deluxe housewares 
and home furnishings show. The 
latest models of radios, appliances, 
fixtures, etc., are being installed 
and more are arriving from manu- 
facturers daily. About a dozen 
imilar homes will later be set 
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up elsewhere 
B&T. 

Although B&T handles many 
industrial giants’ contests, as does 
Cappel (whose chief client is 
General Motors), it has also spe- 
cialized in sales of contest cam- 
paigns to small companies. It has 
a large library of contest letter- 
heads, broadsides, posters and 
other material which can be used 
by small organizations and which 
sell for $1 or $2 per salesman in- 
volved. 


in the nation by 


Purpose Is Training 


Dartnell, however, probably is 
the principal specialist in prize 
campaigns for companies having 
from 100 down to ‘five or six 
salesmen. This organization, pri- 
marily a publishing house in the 
sales management field, developed 
its contest service through efforts 
to help companies train their sales- 
men, 

Cy Peck, who heads the Dart- 
nell contest service staff here, 
points out that, more and more, 
the incentive plans must be skil- 


fully designed to increase the 
long-term sales of manufacturers 
—that is, to train salesmen to do 
their jobs better. Prize contests, 
he believes, are too frequently 
considered “shots in the arm” 
rather than as a superior method 
of training salesmen. The con- 
tests are particularly useful, he 
puts it, for smaller concerns in 
need of well-designed, carefully 
balanced sales instruction pieces 
sugar-coated by the contest mes- 
sage. 

Dartnell frequently has recom- 
mended to clients that they use 
cash prizes rather than merchan- 
dise. S. H. Levensburger, who 
heads Cappel’s promotion staff, 
told AA that his company’s chief 
competitor is not any other com- 
pany in the field but is cash 
prizes. 

Observers point not only to the 
frequent use of cash, as a hold- 
back on the contest promotion or- 
ganizations, but also to the fact 
that, as companies select and train 
salesmen more scientifically, less 
need will arise in the future for 


sales contests. -The incentives, 
largely useful to get across in- 
structions on how to _ increase 
sales, may, it is said, be needed 
less as salesmen do a better job. 


Bans ‘Real Confessions’ 
But Holds Word Generic 


In a decision handed down in 
New York supreme court last 
week, Fawcett Publications was 
denied exclusive use of the word 
“Confessions” in magazine titles, 
in a suit to restrain Hillman Pub- 
lications from using the word on 
its publications. 

Holding the word to be purely 
descriptive, the court ruled that 
Hillman’s Crime Confessions need 
not change its name, but also 
ruled that Real Confessions, which 
Hillman had used prior to De- 
cember, 1943, was too close to 
Fawcett’s True Confessions, and 
therefore restrained its use. 


WMFF to McGillvra 


WMFF, Plattsburg, N. Y., has 
named Joseph Hershey McGillvra, 
Inc., New York, as exclusive sales 
representative. 


57 
Joins United World 


Monroe W. Greenthal, formerly 
with United Artists Corporation 
and the WPB, has joined United 
World Pictures, New York, as di- 
rector of advertising, publicity and 
exploitation. 


Agency Promotes King 


N. Lee King, associate art di- 
rector of Weiss & Geller, Chicago, 
has been promoted to art director. 


Management Men 


in the Central West 


Preitt 


Chicago Hournal of Commerce 


Traffic World Acquires College 


To Tie-In With Its Services 


aN ‘giS \ 
— Dds 6 \ 

\ So Ree \ 
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A forty year old publishing 


corporation has purchased a 
twenty-three year old college. 
However, it is much more 
than just a case of an older 
service organization taking 
over a younger one. 


It is a case of a new mile- 


stone being set in business paper publishing. The 
Traffic Service Corporation has bought the Col- 
lege of Advanced Traffic. This is the first time 
in publishing history that a business paper has 
added another facility of offering practical train- 
ing for anyone interested or active in its field. 

In this acquisition, The Traffic Service Corpora- 
tion has laid the foundation for a strong educa- 
tional division which up until now consisted of 
running educational articles in Traffic World and 
then publishing them in book form for class use. 


The Traffic Service Corporation will perform 


to the fullest degree the proper function in busi- 


ness paper publishing, in serving the transporta- 


tion field not only with prompt and complete 


news but also in the fullest educational way to 


assist transportation men and women in the effi- 


cient performance of their work. 
The College of Advanced Traffic deals with 


both elementary and advanced classes in trans- 


portation and traffic management. It is located 
at 14 East Jackson Blvd., Chicago. More than 
1500 firms all over the country employ its stu- 


dents and graduates. Its faculty members are 


men prominent and successful in industry. 
Besides publishing Traffic World weekly, and 
acquiring the College of Advanced Traffic, The 
Traffic Service Corporation also publishes Daily 
Traffic World, Traffic Bulletin, World Ports, and 


through its affiliate, Railway Supply News. 


TRAFFIC SERVICE CORPORATION 


418 S. Market St. 


Chicago 7, Ill. 


| 
| 
| Publishers of: TRAFFIC WORLD e TRAFFIC BULLETIN « DAILY TRAFFIC WORLD e WORLD PORTS 
and, through its affiliate, RAILWAY SUPPLY NEWS 
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Ford Dealers Plan 
$12,000,000 ‘Kitty’ 
for Regional Ads 


(Continued from Page 1) 
present. Of these, Thompson is 
agency for branches in Chester, 
Pa., Atlanta, Charlotte, N. C., 
Jacksonville, Fla., Denver, Salt 
Lake City and San Francisco, 
with Maxon serving the other 26. 

Ford dealer groups at present 
handled by Maxon are: Buffalo, 
Chicago, Cincinnati, Cleveland, 
Dallas, Des Moines, Edgewater, 
N. J., Fargo, N. D., Houston, In- 
dianapolis, Kansas City, Long 
Beach, Cal., Louisville, Memphis, 


THE SYNDICATE THAT SPECIALIZES 
in COLOR PHOTOGRAPHY 

Any assignment outdoor or studio. The 

ae kodachrome file for all Illustrative 


purposes. Name photographers § only. 
Airmall service. 


THE SHOSTAL SS AGENCY 
645 FIFTH AVENUE Tel.: VA 6-6666 


NEW YORK 17, N. Y 


Milwaukee, New Orleans, Okla- 
homa City, Omaha, Pittsburgh, 
Richmond, Cal., Richmond, Va., 
St. Louis, Seattle, Somerville, 


Mass., the Twin Cities, and Wash- 
ington, D. C. 


$12,500,000 for Ads 


Henry Ford II’s estimates of 
Ford production in 1946, contin- 
gent upon parts supply, labor 
troubles and other factors, is 1, 
500,000 cars. Based upon this fig- 
ure, dealers estimate that $12,500,- 
000 out of the probable $15,000,000 
fund will be available for local 
advertising. 

Each dealer group appoints its 
own agency, and Maxon and 
Thompson make presentations to 
each branch. The Ford Motor 
Company does not contribute to 
dealer advertising. 


Disliked Ford Copy 


This setup originated, accord- 
ing to dealer sources, when Henry 
Ford the elder was given to writ- 
ing his own copy in national ad- 
vertising. Ford dealers rebelled 


at what they considered non-com- 
petitive advertising and could not 
see that the Ford Motor Company 
was helping them to sell automo- 
biles. 

With the succession of Henry 
Ford II to control, the original 
impetus for this non-cooperative 
—in the sense that it is not “co- 
operative” with company contri- 
butions—has apparently been re- 
moved. 

Indications are that more logical 
integration of the various regional 
campaigns is now being contem- 
plated. 


Macfarland Named 


C. Stedman Macfarland Jr. has 
been appointed eastern advertis- 
ing manager of Christian Century, 
New York, succeeding the late 
Edward P. Boyce. 


Benson Joins Colton 


Nat A. Benson, formerly with 
Batten, Barton, Durstine & Os- 
born, has joined the copy staff of 
Wendell P. Colton Company’s 
New York office. 


Nearly 60% of the Tri-Cities Population 
Live in the MOLINE-ROCK ISLAND Zone 


1940 Census 


The major portion of the Tri-Cities market is 


located on the Illinois side of the river 
the Rock Island-Moline zone. 


in 


Here are typical 


examples of Moline-Rock Island's dominance in 
the Tri-City market: 


1. 
2. 
3 


Nearly 60% of the population. 
Employs over 80% of the industrial workers. 
. Nearly 53% of the retail sales. 


The Argus and Dispatch are the ONLY daily 
newspapers published in Rock Island-Moline 
over 45,000 combined circulation without dupli- 


cation. 


MOLINE © 
DISPATCH 


‘NATIONAL REPRESENTATIVES . 


ROCK ISLAND 
~ ARGUS 


. THE ALLEN KLAPP COMPANY 
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Luckman to Assume 
Key Spot in Lever 
Bros. Management 


(Continued from Page 1) 
lation has not abated much even 
though the fabulous Lever 
Bros. head told ADVERTISING AGE 
last week that he has no early in- 
tention of stepping out of har- 
ness. Mr. Countway is 69, and 
no one in the Lever organization 
will be surprised if he steps out 
early in 1946 and is succeeded by 
Mr. Luckman. 

Frenzied speculation in adver- 
tising and merchandising circles 
on the possible effects of the 
move seems, on investigation, con- 
siderably too frenzied at the 
moment. It can be said with cer- 
tainty that the Pepsodent divi- 
sion will continue to operate from 
Chicago headquarters, with its 
present personnel, aud that its 
operations will gradually be ex- 
panded, as they have been since 
purchase of the company by 
Lever, to the point where it will 
actually be the “drug products” 
division of the Lever organiza- 
tion. 

The division already handles 
the merchandising and sale of 
Vimms, Lypsol, Lifebuoy shave 
cream and all soap sales to the 
drug trade, and will continue to 
do so, while also handling Pepso- 
dent products and new products, 
including a hair tonic, which are 
scheduled for early introduction. 

For the present, no important 
changes are expected in sales or 


December 10, 


advertising strategy, or in age; 
line-up, although it may be ; 


cepted as reasonable that \yr 
Luckman’s injection into a op 
spot in the Lever organiza:ion 


presages more activity than « 
before in the drug field. 

Lever Bros. is currently em- 
ploying four agencies for various 
parts of its account, with Young % 
Rubicam handling Swan soap: 
J. Walter Thompson handling Lux 
and Vimms; Ruthrauff & Ryan di- 
recting Lifebuoy and Rinso, and 
Foote, Cone & Belding handling 
Pepsodent products. The com- 
pany spent almost $13,000,000 in 
advertising in newspapers, maga- 
zines, farm publications and net- 
work radio in 1944, and will ac- 
count for that much or more this 
year. Its °46 budget is said to 
have been hiked 25%. 


Two Men Are Similar 


The change in the Lever Bros. 
top management marks important 
periods in the lives of two of 
America’s greatest sales figures— 
men whose careers are strangely 


er 


parallel. 
Francis A. Countway joined 
Curtis Davis Company, Boston 


soap manufacturing plant which 
became the Lever Bros. “Boston 
works” after its acquisition in 
1897 by William Lever, founder 
of the huge Unilever empire, when 
young Countway was in his early 
twenties. Mr. Countway had joined 
the soap company solely on con- 
dition that he be made a sales- 
man, and he had demonstrated 
his sales ability so well that by 
1913 he was made president of 
Lever Bros., where he has been 
ever since. 

The amazing success of Lever 
in this country is generally at- 
tributed in substantial measure to 


1945: 


ST.IN “FIRSTS” 


Here's the linage leadership record for 
The Gazette for the first 10 months of 


486,127 LINES 
in Excess of the Second Paper 
For the same period The Gazette car- 
ried 20,747 lines of National Display in 
excess of the second paper. 
The Gazette is Schenectady’s first 


newspaper; it can do a grand selling 
job for you. 


FIRST 


SCHENECTADY 


in Advertising and 
Acceptance should be 

in Circulation FIRST 

in Reader on your 
Confidence lists 


REYNOLDS-FITZGERALD, INC., National Representatives 
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Mr. Countway’s leadership as one 
of America’s highest paid execu- 
tives, amd as an advertiser and 
yhandiser of extraordinary 
ity. He is held personally re- 
sp isible in large measure for 
development of the “body 
odor” theme which skyrocketed 
Lifepuoy to success, and his com- 
pany was among the first to use 
product and market research on 
a broad seale. He has, incidentally, 
maintained a personal subscrip- 
tion to ADVERTISING AGE for some 
time. 

In many respects Chuck Luck- 
man, now 36, is a “near relative” 
of Mr. Countway in merchandis- 
ing ability and marketing strategy. 
He graduated from the University 
of Illinois with a degree in archi- 
tecture in 1931, but since nobody 
seemed to need architects at the 
moment, he became a soap sales- 
man for Colgate-Palmolive-Peet 
Company, after which in quick 
succession he became aé_super- 
visor, Manager of a district in 
Wisconsin, and of a larger district 
with headquarters in Cincinnati. 

He joined Pepsodent in 1935 as 
sales promotion manager, and 
moved up from that post to sales 
manager, vice-president in charge 
of sales, vice-president and gen- 
eral manager, executive vice- 
president and president with such 
bewildering speed that it was fre- 
quently difficult to recall his cur- 
rent title. 


Adopted Fair Trade 


When he joined Pepsodent, sales 
were declining seriously, princi- 
pally because Pepsodent had be- 
come a football in cut price wars 
and was thoroughly disliked by 
retailers. He and the Pepsodent 
management grabbed the bull by 
the horns, junked their entire 
merchandising and selling setup, 
and went whole hog for fair trade, 
cutting off wholesalers right and 
left and reducing sales for a time 
to the vanishing point. 

With the aid of aggressive ad- 
vertising and promotion, however, 
they succeeded in eventually re- 
establishing the company’s prod- 
ucts to such good effect that Pep- 
sodent has since been one of the 
three largest sellers in the denti- 
frice field. 

When Pepsodent was absorbed 
by Lever Bros. in mid-1944, Chuck 
Luckman emerged as president of 
the division, with a long-term 
contract and complete control over 
all of Lever Bros. operations in 
the drug field, including Vimms 
and Lifebuoy shaving cream, as 
well as the distribution of the 
company’s various soap products 
in the drug field. 


KENNETH SMITH DIES 


Chicago, Dec. 5—Kenneth 
Gladstone Smith, president of the 
Pepsodent Company until its sale 
to Lever Bros. Company in 1944, 
and son of the company’s founder, 
died of pneumonia yesterday. He 
was 53. 


Names Warren Manager 


J. R. Warren, Milwaukee sales 
office manager for Pillsbury Mills, 
Inc., has been named branch man- 

er of the company’s new groc- 
ery products branch in Milwaukee. 


Jattling Dollars Welcome 


| When advertising dollars 
_ have to fight for business, 
PLASTICS WORLD is 
always first choice because 
it consistently produces 


| RESULTS at low cost. 
CLEWORTH PUBLISHING CO., Inc. 


551 Fifth Ave., New York 17, N. Y. 
Chicago @ Los Angeles @ San Francisco 


Also Publishers of The PLASTICS BUYER 
and The PLASTICS NEWS LETTER 


CED Statement 
Warns of Postwar 
Dangers to Farms 


Chicago, Dec. 5.—An oversup- 
ply of manpower, instability of 
farm income and inadequacy of 
farm product price policy are 
three major problems confronting 
postwar U. S. agriculture, the 
Committee for Economic Devel- 
opment’s research committee re- 
ported today in a policy statement 
on “Agriculture in an Expanding 


Economy.” 

The committee sees as critical 
the oversupply of manpower 
which in peacetime had been 


backing up on farms as a result 
of low industrial and commercial 
activity. 

“Agriculture can reach its 
highest state of well-being only in 
an environment of high level em- 
ployment, unrestricted and abun- 
dant production, and high pur- 


chasing power,” the committee 


declares. “These are important to 
everyone, but they are particu- 
larly necessary to farmers. No 
other factor can possibly mean 
as much to the welfare of the 
farmers as good consumer mar- 
kets. Moreover, high-level indus- 
trial production provides a large 
supply of goods to trade for the 
products of the farm, thus im- 
proving the terms of exchange 
for the farmer.” 


Appoints Jacs Ad Head 


Alphonse Jacs, former advertis- 
ing manager of the administrative 
edition of Chain Store Age, New 
York, has been named advertising 
director of Public Works News, 
to be published by Lebhar-Fried- 
man Publications, Inc. 


Carlson Resigns 


L. W. Carlson, with the com- 
pany for the past 17 years, has 
resigned as director of advertising 
for Household Finance Corpora- 
tion, Chicago, effective Jan. 1. 
Announcement will be made later 
of his future plans. 


HERBERT HATFIELD 


New York, Dec. 4.—Herbert 
Hatfield, 65, executive vice-presi- 
dent in charge of the New York 
office of Reynolds-Fitzgerald, Inc., 
newspaper representative, died of 
a heart attack here Nov. 28. His 
home was in New Rochelle, N. Y. 
Mr. Hatfield joined the company 
about 28 years ago. He had been 
treasurer of the New York chap- 
ter of the American Association 
of Newspaper Representatives. 


MAC M. WILKINS 


Portland, Ore., Dec. 4.—Funeral 
services were held Nov. 29 for 
Mac M. Wilkins, 45, senior part- 
ner of Mac Wilkins, Cole & Weber, 
who died Nov. 24. 

Mr. Wilkins was active in work 
with the University of Oregon and 
in social and civic clubs, and was 
a member and director of the 
Oregon Advertising Club, the CED 
and the Four A’s. 

The firm name will remain Mac 
Wilkins, Cole & Weber, and there 
will be no change in personnel or 


59 


policies governing the agency, it 
was announced. George Weber 
will continue to manage the Se- 
attle office. Arlyn Cole has as- 
sumed active management of the 
Portland office. The agency’s 
financial position will be unchang- 
ed, the partners having provided 
a plan to meet with the loss of 
One or more of the principals in- 
volved. 


WILLIAM C. WEAR 


Opelika, Ala., Dec. 4.—William 
Clifford Wear, 61, co-owner and 
publisher of the Opelika Daily 
News, died Nov. 29 at an Auburn 
hospital after a long illness. 


DEALER NEWS 


Weekly Automotive Trade Newspaper 

Covers the 11 Western States 
... Ist’ in California (rated 2nd in Retail 
Sales, Ist in Auto Registry) 

. Ist in Los Angeles County (rated 3rd in 
Retail Market Area, lst in Automotive 
Market) 

. . . lst to Service Stations, Car Dealers, Auto 

Repair Services in 11 Western States 
Main Office — 112 W. 9th St., Los Angeles 15 


San Francisco (5), 690 Market St. (4) 


New York ° Chicago 
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PITTSBURGH POST-GAZETTE 


PITTSBURGH, PENNSYLVANIA 
issue of June 4, 1945 


REPRESENTED NATIONALLY BY PAUL 


e Philadelphia « Boston @ 


BLOCK AND 


Detroit + San Francisco 7 
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New Mexico Stations 
Fight 2°/, Sales Tax 


The hearing by a three-judge 
federal court in Santa Fe, N. M., 
on a petition of five New Mexico 
radio stations for a temporary in- 
junction restraining the state from 


collecting a 2% sales tax on 
broadcasting receipts has been 
continued until late in January 


and moved to Albuquerque. The 
hearing was held to determine 
whether the case should be tried 
by a state or federal court. 
Stations involved in the suit are 
located at Roswell, Hobbs, Carls- 
bad, Tucumcari and Las Cruces, 
N. M. KGFL, Inc., Roswell, is 
appearing as the plaintiff in the 
suit, the outcome of which affects 
all five stations. John Morgan 
Davis, general counsel for the Na- 
tional Association of Broadcasters, 
who is assisting KGFL’s counsel, 


argued that the stations operate 
in interstate commerce and that 
the case should be tried in federal 
court. 


Ward Advances Five 


R. S. Smith, treasurer of Mont- 
gomery Ward & Co., Chicago, and 
with the company since 1924, has 
been elected vice-president. Other 
promotions announced were: V. R. 
Edstrom, assistant general mer- 
chandise manager of .mail order; 
A. O. Steffey, assistant general 


merchandise manager of retail; 
O. B. Higgins, assistant general 
merchandise manager in charge 


of operating, besides his position 
as general traffic manager; and 
A. C. Romer, assistant general 
merchandise manager in charge 
of inventory control, together with 
his former duties connected with 
the bureau of economic research. 


CHICAGO 1, ILL. 
360 North Michigen Ave. 
Central 4894 


78 Stations ... One Clearance . . . One Billing 


Wire or Write for Details 


North Central 
Broadcasting System, Inc. 


ST. PAUL 1, MINN. 
£-622 First National Bank Bidg. 
Cedar 8579 


Wow 
AVAILABLE 


FOR THE FIRST TIME ONE NETWORK 
Will Blanket the Richest 
Agricultural Market in America 


PARTICIPATIONS AVAILABLE 


NEW YORK 1, N.Y. 
Empire State Bidg. 
longacre 3-4874 


Three Executives 
Return to Y&R 
as Vice-Presidents 


New York, Dec. 5.—Bryan 
Huston and Curtis G. Pratt, both 
colonels in the Army and on leave 


Bryan Huston Curtis Pratt 


since 1942 from Young & Rubi- 
cam, have returned to the agency 
as vice-presidents. 

Col. Tom Lewis, who left 
Young & Rubicam in 1942 to head 
the Armed Forces Radio Service, 
will return to the agency soon 


after Jan. 1 as vice-president in 
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charge of radio, and a member 
of the executive committee and 
plans board. His headquarters 
will be in Hollywood. 

Mr. Huston will be a member 
of the plans board, a supervisor 
of accounts, and will be in charge 
of new business. Serving as as- 
sistant director of the Army pur- 
chases division, Mr. Huston 
later served as director of ration- 
ing for the OPA. He returned to 
Army work in March, 1944, to be 
assistant director of the readjust- 
ment division in charge of prop- 
erty disposal. 

In recent months, Mr. Huston 
has been assistant director of pub- 
lic relations for the War Depart- 
ment, handling matters pertain- 
ing to the office of the Under Sec- 
retary of War and to the Army 
Service Forces. 

Returning to Y&R as a super- 
visor of accounts, Mr. Pratt has 
recently been deputy director of 
the Army readjustment division, 
handling contract settlement and 
property disposal. He served in 
the purchase division of the Army 
both here and overseas, and was 


on special assignment in South 
and Central American count ies 
for the Secretary of War. 

Program director of WT.A\. 
Cleveland, and program mana ‘er 
of NBC’s Cleveland division |)e- 
fore joining Y&R in 1936, Col, 
Lewis was responsible for miny 
of the agency’s leading radio pro- 
grams, including the introduction 
of “The Aldrich Family” on the 
air. Gordon Cates continues as 
vice-president and general man- 
ager of the radio department, 
Harry Ackerman as _ vice-presi- 
dent in charge of radio program 
operations. 


Handles Local Account 


While Atlas Advertising Agency, 
Chicago, will handle local adver- 
tising in that area for the fran- 
chised bottler of Hires root beer 
(AA, Oct. 29), the Charles E£. 
Hires Company, Philadelphia, 
points out that there has been no 
change in the setup for its na- 
tional advertising, handled by 
Sheldon, Quick & McElroy, New 
York, and N. W. Ayer & Son, 
Philadelphia. 


REFLECTING the Farm South’s New Vitality 


Lr YOU could view the 


great farm South through eyes of 


return- 


ing service men, you'd see the difference 


between “then” and “now”. 


Yes, the farm South’s new vitality is a 


visible thing. You can see what has hap- 


pened in four eventful years. 


Southern Agriculturist — with it 
900,000 subscribers — reflects 


the new 


s over 


vitality in Southern Agriculture. Look at 
the latest issue of this fine old farm maga- 
zine. A lot has happened in its pages, too 
. . more helpful articles, more interest, 


| more entertainment. 


Southern Agriculturist sells the South. It 


| 
| 
| 
| 


| farm families, 


can and should be a vitally important car- 
rier of your sales messages to Southern 


r . Sone onennmee nen tmamamammnee i: tye ot mee meme = 


SOUTHE 


GRICULTE 
Ua The 


Read by more 

than 900,000 
southern farm i 
families. 


NASHVILLE @ ATLANTA @ LOS ANGELES @ NEW YORK @ CHICAGO @ 
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Starts Campaign 
for Up-to-Date 
Census Program 


(Continued from Page 1) 
the present census programs re- 
sults in “peak” years which cost 


time and quality in compiling re- 


sults, 
2) “Benchmark” census pro- 
gams, important for checking 


purposes, “do not meet the needs 
of business and government for 
measures of month to month or 
year to year changes as they oc- 
cur. 

(3) To wait until 1950 for the 
next Census of Business, as the 
law provides, ““‘would deprive the 
business community of one of its 
most useful and powerful tools 
for effecting rapid adjustment of 
the distribution system to post- 
war conditions.” 

(4) Similarly, tremendous 
changes have taken place in man- 
ufacturing since the last census 
was made in 1939. 


Adopt Five-Year Span 


Under the new program, timing 
of the traditional censuses would 
change. Instead of every two 
years, the Census of Manufac- 


tures would be made every five | 
years, together with a Census of 


Mineral Industries. With the 
Census of Manufactures, the 
Census of Business would be 


taken, reducing the interval from 
its present 10 years. 

The first Census 
tures and Business under the new 
plan would be made in 1947, 
covering 1946, with results avail- 
able in the summer or fall of 
1947, Mr. Capt said. The two 
studies would be made every five 
years from 1947 on. 

The program also authorizes 
“such surveys and studies as are 
deemed necessary to furnish an- 
nual and other current data on 
the subjects covered by the 
census.” It adds an annual re- 
port on marriages, divorces and 
annulment to the census packet. 


House in Hostile Mood 


As the hearing opened, the 
committee appeared to be sym- 
pathetic to the program, but mem- 
bers made no secret of the diffi- 
culties they would face from 
House members who are already 
complaining that government sta- 
tistical activity is badly scattered. 

Only last weekend, a rampag- 
ing House economy bloc, respond- 
ing to the call of Rep. Richard 
Wiggelsworth (R., Mass.) that “We 
have no less than 65 agencies 
collecting statistics at this time,” 
wiped out a special appropriation 
a sample Census of Popula- 
tion and a study of consumer in- 
come, which the Census Bureau 
10oped to make early next year. 
Those programs, now before the 


ior 


WANTED 


A Product or a Business 
A leading precision tool manufac- 
turer with a national sales and service 
rganization wants to acquire the 
anufacturing and selling rights for 
ne or more products having poten- 
ally large unit sales to a broad in- 
istrial market or the consuming 
ublic. The product should be rap- 
ly perishable, or it may be durable 
though requiring and utilizing a 
placeable perishable accessory (ob- 
>us examples, a razor with a perish- 
le blade or a tapping machine 
ing perishable taps). 
Serious consideration will be given 
the purchase of the business and 
victory if necessary to secure such 
roducts. 
This is an unusual opportunity for 
. inventor, or a manufacturer who 
esires to avoid today's operation 
roblems. 
Box No. 6343, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


of Manufac- | 


Senate appropriations committee, 
can still be revived when the 
Senate acts on the deficiency bill, 
but modernization of the census 
machinery as provided in the 
present bill (HR4781) would have 
no such second chance, 


Criticize Overlapping 
Members of the House census 
group were also critical of over- 
lapping in collection of govern- 
ment statistics, leaning to the idea 
that this sort of work should be 
centralized in the Census Bureau. 


Mr. Capt, however, believes 
that the Census Bureau should 
handle only “general purpose” 


statistics, and that it should not 
be asked to provide information 
used by agencies charged with 
administration of various laws. 
If census figures went to en- 
forcement agencies, Mr. 


reputation of the agency, and be- 
come suspect. 


Today’s hearing moved into} 
troubled waters when Rep. Had- | 
wen C. Fuller (R., N. Y.) ques-| Brand Names 


tioned whether business men want 


| this sort of information. Although | brand in the United States, (AA, 

Mr. Capt had read endorsements | Nov. 19), has been manufactured 
'from trade groups, timely ar-|in England since 1759, but never 
lrival during the heat of debate|in this country, as was incorrectly 
of a lengthy telegram from A. C. stated. The old factory is located 
Nielsen Company, Chicago, car-|2t Etruria, Stoke-on-Trent, and a 

; f . ’ new factory at Barlaston, Stoke- 
ried weight. on-Trent, has been in operation 

The Nielsen telegram, signed by | since 1940. 

F. K. Leisch, executive vice-presi- —_—$______ 

dent, said that “more than 20 

years of experience with several 
hundred of the largest manufac- 
turers in the country” had con- 
vinced them of the importance of 
government statistics. 

Approval of the program for 
“regular, dependable and accurate 
census data and _ supplemental 
studies will be enthusiastically 


. .\ ’ . 
Trims ‘Eagle’s’ Newsprint 

The Eagle, Wichita, Kan., was 
ordered by the CPA compliance 
division last week to reduce its 
use of newsprint 32 tons during 
the last quarter of 1945 and 96 tons 
during the first three quarters of 
1946, to repay paper used in ex- 
cess of quota during the last half 
of 1943, all of 1944 and the first 


Capt | 
said, they might compromise the | 


| tion, New York, as the “oldest” 


uarter of 3. 
welcomed by all progressive busi- bs ee 
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Gillette Names Barron 


Chairman of Board 


William A. Barron Jr. has been 
elected acting chairman of the 
|'board of Gillette Safety Razor 
Company, Boston, and will assume 
office Jan. 1. He succeeds S. C. 
Stampleman, whose term of office 
ends April 16, 1946, as chairman. 

Mr. Barron, recently released 
from the Army as brigadier gen- 
eral and a veteran of World 
War I, became a director of Gil- 
lette in 1936. 


Joins ‘Laundry World’ 
David Marcus, associated with 
Printers’ Ink for 34 years, 16 of 
them as general manager, has 
been appointed business manager 
of Cleaning & Laundry World, 


ness organizations seeking to re- 
duce waste and costs as well as 
expand markets by efficient dis- | 
tribution of their products,” the! 
Nielsen wire said. 


Hughes Joins ‘Parade’ | 

Thomas J. Hughes, formerly | 
with the Chicago office of Crowell- | 
|Collier Publishing Company and 
for the past year and a _ half 
Woman’s Home Companion repre- 
sentative on the West Coast, has 
joined the Chicago advertising 
staff of Parade Publication, Inc., | 
covering Chicago accounts as well | 
as Wisconsin and Minnesota. 


Wedgwood Drops Off List 
Wedgwood chinaware, listed by | 
Research Founda- 


New York. 


ALMANACS! CALENDARS! 


complete copy for U. 8. and 
countries — Astronomicel Mat 
casts. Astrological 
Data, Planting Tables, Fishing Calen- 
dars etc. 
HART WRIGHT CO. 


Penn Yan. N. Y. 
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writers wit 


National 


The Star is a tab, 


be enjoyed comfortably 


eating, in any spot at al 


Columbus 


STAR: 


with the big 


advantages of small page size, like 
the New York News and Mirror. Can 


on cars, while 


l. Your ad has 


greater visibility, seems twice as 


large. You can dominate at low cost. 


wal 
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WHAT DOES IT TAKE TO MAKE THE 


y ie we experience lies so far back in our own pasts that most of us have 
forgotten it. And yet it determined what each one of us is. That 
something is the mental comfort in which, as children, as adolescents, as 
youths, each Autumn we went back to school. Our lives were before us, 
there was plenty of time; what, where, and how we should work them 
out remained a choice which was largely in our own hands. If willing 
to work and prepared to behave ourselves, we had tolerable assurance of 
being able to live satisfactory lives. Nothing about this one-time situation 
seemed strange to us; we took it for granted as entirely natural. 


The very month of September is colored by that experience. Our 
standing joke is that children hate to go back to school, but most of us 
loved it, and, as the school years went on, loved it more, until our post- 
school years brought round each September a lurking homesickness for 
that heavenly odor of just-dried varnish on the schoolroom desks, that 
cheerful bustle of assembling classes, that curious appraisal of new 
teachers; and, if one moved on to college, university and professional 
schools, with this seasonal eagerness came the pleasure of re-meeting 
one’s friends after the Summer vacation. 


In all this, the vital spark was intellectual liberty. Those last two 
rather ambitious-sounding words mean something quite simple: they 
mean that our minds be free to move in any direction. It is easy to dis- 
tinguish those who have enjoyed such freedom 
from those who have not. For those who have 


GREATEST SOLDIER IN THE WORLD? 


Adverti: 


PRINCIPL 
and Kenn. 
Philadelph 


PRIZE HC 
Belnap & 
to show 


which have been subjected to even a few years of such insidious stulti- 
fication, especially in youth, are like revoltingly misshapen organisms 
grown in a laboratory bottle. 


This freedom of the mind to move in any direction, nurtured by 
our public school system from childhood through adolescence and youth, 


furthered, too, by our very manner of life in adult years, has of late 
paid astounding dividends. It is this which made our G.I.’s what they 
are. The excellence of their rapid military training was merely a gun 
put into the hands of already clever and self-reliant boys. 


Now suppose these adolescents are taken at the age of eighteen by 
a system of permanent peacetime conscription for the next two or three 
generations, taken at the age when their minds are most plastic, taken 
as an interruption in the continuity of their scholastic education, taught 
to obey orders without question, given a taste of that often far 
pleasant anaesthesia to personal responsibility which accompanies be- 
ing fed, clothed, housed, drilled, entertained, hospitalized, and told what 
to do every hour of the day, by orders from above. Does it need any 
very startling effort of imagination to foresee what, under such a pro 
cedure, would happen to that mental flexibility, that ingrained self- 
reliance, that agility of intellect and audacity of temper, which have 
made this country what it is at all levels of society, on all fronts, mili- 


not had it, a time comes, and comes early, 
when they cease to grow. They are pent 


by invisible walls of ideas which must not UNCLE DUDLEY 


be questioned, of subjects which must not be 


discussed, not even mentioned, of institutions Since 1891 Uncle Dudley has signed the 


whose right to order them about must never be 
challenged; of concepts concerning duty, social 


clear. common-sense editorials of the Boston 


conformity, modes of conduct, systems of polit- Grose. Not only does he express the policies 


ical and economic organization, whose possible 
advantages must not be contemplated, Minds 


readers as well. 


and reflect the character of the GLoBe, but he 


consistently strikes a responsive chord with his 


MORNING *& EVENINGS * 


SUNDAY 


tary and civilian, and which not only begot 
the brilliant achievements of our military tech- 
nology, but far more vitally, created that spirit 
without which a brilliant technology can neit ier 
long succeed nor survive? 


In the Middle Ages peasants burnt ‘he 
marble statues, those sculptural masterpieces 
of the ancient civilization, in their kilns ‘or 
lime; and Arabs lit their camp fires with 
papyri of the classic literatures. We do 0 
miss what we never learned to value. 


UNCLE DUDLEY 


The Boston Globe |. 
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Advertising Age, December 10, 1945 


PRINCIPLES IN EXPANSION MOVE—Melville H. Smith Jr., James G. Lamb 
and Kennard G. Keen Jr., left to right, of the former James G. Lamb Co., 
Philadelphia, changed the agency's name to Lamb, Smith & Keen and moved 


to larger quarters at 1616 Walnut St. Dec. |. 


PRIZE HOME—Shown here are two of five attractively furnished rooms which 
Belnap & Thompson, Inc., maintains in a Loop office building in Chicago 
to show what salesmen may win in sales contests handled through B&T. 


(Story on Page |.) 
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teaperted from Walkerville Connde by Hiram Walker & Sons tne Peoria I Blended Conodion Whnky 6 4 proof 


See 


YNUAL APPEARANCE—Hiram Walker's Christmas Eve page, illustrated by 

Paul Hesse color photo, makes its annual appearance in all magazines on 

e@ company's Canadian Club schedule this month. First used seven years 

j0, the 19th century scene has become an institution in Hiram Walker's 
Yuletide advertising. 


HELPER—David Lee Brown, who par- 
ticipates in "Funny Paper Party” on 
WGN, Chicago, re-creates the design 
of the 1945 Christmas Seal to help 
launch the annual campaign for funds. 
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FOR NEW YEAR—Kinsey Distilling 

Co., Linfield, Ky., has scheduled this 

four-color “cocktail calendar" page for 

a long list of national magazines 

through J. D. Tarcher & Co., New 
York. 


JUVENILE JUKEBOX—The Merry-Go- 
Sound phonograph for children, manu- 
factured by the Tone Products Corp. 
of America, New York, will be dis- 
tributed throughout the country after 
the first of the year. It will sell for 
$29.95. Advertising plans have not yet 
been made. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


Your home with a "Hobby Room” is a 
joy to live in, and a safer investment 


(Ol course we hape the hobby ta 
woodworking with Deits Tools) 
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- Mla, 
PROMOTES HOME-BUILDERS' BOOK—In this color page, which appeared 
in Parade and This Week Magazine, Delta Mfg. Co., Milwaukee, links its hobby 
room promotion with consumer interest in home building (AA, Dec. 3). The 
copy, placed through Hoffman & York, features a Whittlesey House book, 
“Building or Buying a House,” and a free booklet, ‘Planned for Happiness.” 


SELLING. 


per a 
3 SHuNG.. SOLD 


COLOR IN THE CARDS—"New York Subway Advertising gives you color— 

all you want — at no increase in space rates" is the theme of this direct mail 

promotional piece which the subways advertising company is using. The car 

card reproduction is sent out in black and white one week, and is followed up by 

the same card in full color on the following week to demonstrate the ad- 
vantages of selling in color. 


CONVENTIONEERS—Members of the Affiliated Advertising Agencies Network attending the convention held in Chicago 
recently, were, left to right: Jerry Kemper, McCormick-Armstrong Advertising Agency, Wichita; J. Burr Gibbons, Gib- 
bons Advertising Agency, Tulsa; Arthur Bandman, The Artwil Co., New York; Thomas L. Yates, Advertising-Business Agency, 
Fort Worth: Dan T. White, Mithoff & White, Advertising, El Paso; G. E. Arnold, G. E. Arnold Co., Phoenix; Paul D. Kranz- 
berg, PADCO, Inc., St. Louis; James R. Lunke, James R. Lunke & Associates, Seattle; Edw. E. Hibshman, Edward E. Hibsh- 
man & Associates, Cleveland David E. Zipprodt, Chicago Federated Advertising Club, Chicago; Robert B. Young, Robt. 
B. Young Advertising Agency, San Francisco; W. |. Brockson, Gebhardt & Brockson, Chicago; John P. Weidenhamer, John 
P. Weidenhamer & Associates, Harrisburg; Virgil A. Warren, Virgil A. Warren Advertising, Spokane; W. B. Rodgers Jr., 
Rodgers Advertising Agency, Pueblo-Denver; P. O. Narveson, Associated Advertising Agency, Los Angeles; Adolph L. 
Bloch, Adolph L. Bloch Advertising Agency, Portland, Ore.; Richmond T. Harris, R. T. Harris Advertising Agency, Salt 
Lake City; John Fort, John Fort & Co., Charlotte, N. C.; Helen Ryman, F. A. Ensian Advertising Agency, Pittsburgh; Gor- 
don Smith, Gordon Smith Advertising Service, Yakima, Wash.; Everets Howell, and Ronald Bishop, both of Howell Advertis- 


ing Agency, Elmira, N. Y. 
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OVE 


LEADS THE 
BUYING PARADE 


Doi the aisle with Mendelssohn’s wedding march... then up to store 
counters all over the country love leads the family parade. Mr. and Mrs. Dagwood 
Bumstead, of The Comic Weekly, are no exception. “Blondie and Dagwood” could 
be Mr. and Mrs. Jones, or the Browns, or the Smiths, or any Mr. and Mrs. in America. 
That's why everybody loves them. Their little ups and downs and hilarious every 
day adventures make them family favorites from coast to coast. 


“Blondie and Dagwood,” top stars of Puck-The Comic Weekly, are watched 
for and welcomed week after week by 20,000,000 ardent fans. Their romance is 
table talk in more than 6,500,000 homes from Maine to California. They are big 
time performers in America’s richest and most concentrated markets, with an 
influence that can increase the sale of almost any type of merchandise. 


The Only National Comic Weekly 


Distributed through 15 great Sunday newspapers, The Comic Weekly is the 
only publication of its kind. It is the entertainment must of the whole family, for 
there’s “The Little King,” “Jiggs and Maggie,” “Little Annie Rooney,” “The Katzen- 
jammer Kids.” “Tippie,” “Tillie the Toiter,” “Prince Valiant,” “The Lone Ranger.” 
“Flash Gordon,” “The Phantom,” “Donald Duck,” and many others in the all-star 
cast of the only national comic weekly. 


If a manufacturer has a good product to sell, here’s how more sales can be made 
...to “the millions”... in the more than 6,500,000 homes from coast to coast where 
Puck-The Comic Weekly is read. It is the same successful selling formula which for 
more than 15 years has been used by leading companies. When advertisements are 
placed next to the life and color of these famous comic features, they get the same 
kind of close, attentive readership. 


The Comic Weekly stars are ‘available to go to work as a sales force for com- 
panies who associate their advertising with the tremendous entertainment power of 


Puck-The Comic Weekly. 


THE COMIC WEEKLY 


... FOR LAUGHS, LOVES, THRILLS AND TEARS 


959 EIGHTH AVENUE, NEW YORK 19, N. Y.; HEARST BUILDING, CHICAGO 6, ILLINOIS 


\ 
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Copr. 1945, King Features Syndicate, Inc., World rights reserv« 


WHY YOUR ADS DO BETTER 


IN THE COMIC WEEKLY! 


wrwT 


More Readers at Less Cost 


Puck delivers 572 adult readers for each dollar 
invested. Its tremendous ‘youth readership" is 
plus value. These 572 readers compare with 25! 
adult readers delivered for each dollar invested 
in half page or larger space by 3 leading national 
weeklies. 


“Preferred” Position for Every Ad 


The number of ads in each issue is limited .. . only 
one to a page. Thus every ad is spotlighted and 
gets undivided attention from Puck's more than 


6,500,000 families. 


60% Key Market Coverage 


Puck alone, through its tremendous circulation, 
provides up to 90% coverage in 606 cities of more 
than 10,000 population. In these cities more than 
60% of all Key City retail business is done. 


Puck Readership Is Highest 


Puck-The Comic Weekly's record on''Read Most," 
established by the Daniel Starch survey of all 
advertising .. . half pages against full pages ... 
is 6 to | readers per dollar over the standard 
weeklies. 


Puck’s Story Is Its Best Salesman 


For those executives who are planning major na- 
tional advertising campaigns, the staff of Puck- 
The Comic Weekly has analyzed the expanded 
post war markets, new competition, the field of 
comics and the productive power of this publica 
tion. To arrange for the presentation of these up- 
to-the-minute sales facts write to Puck-The Comic 
Weekly. 
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